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After 35 Years... 


Walther Buchen 
Retires; Sells 
Stock to Execs 


Decker Leaves Agency to 
Become GM, Senior VP of 
Donahue & Coe, Chicago 


Cuicaco, Jan. 15—Walther Bu- 
chen retired today from the agen- 
cy he founded 35 years ago, turn- 
ing over the reins to four veteran 
Buchen Co. men. They are: 

John M. McDonald, formerly lst 
senior vp, who becomes chairman 
of the board. 

Leon Morgan, formerly senior 
vp and treasurer, who will be the 
new president. 

Joseph H. Caro, formerly senior 
vp, who becomes vp and treasurer. 

Walter H. Baers, formerly vp, 
who becomes vp and secretary. 

Mr. Buchen will continue with 
the agency as a consultant, and his 
son, Walther Buchen Jr., remains 
with the agency as an account 
exec. 


@ Walther Buchen Sr. and his 
family owned about 60% of the 
stock in the agency. Their shares 
are being purchased by the new 
principals—and by other members 
of the agency. As a result of this 
purchase (plus the retirement of 
some stock shares) the new man-| 
agement team will have majority | 
control of the agency. Some 32 
members of the agency currently 


own stock; the agency has a total 
of about 130 employes. 
Although current billings are | 
about $10,000,000—split approxi-| 
mately 50-50 between industrial | 
and consumer durable accounts) 
—Buchen reports that its clients’ 
budgets for ‘58 are running about 
$500,000 ahead of last year. 
Prior to the announcement of 
his retirement, Walther Buchen 
had been discussing merger possi- 
bilities with other agencies. How- 
ever, the new principals of Buchen 
told ADVERTISING AGE that no 
(Continued on Page 4) 


THE NATIONAL NEWSPAPER OF MARKETING 


St. Louis Ad Tax 
Plan Is Dropped 


(For news of ad tax activity on 
other fronts see Page 2.) 

Str. Louis, Jan. 16—To all out- 
ward appearances, the advertising 
tax issue is dead in St. Louis. 

Alfred I. Harris, Democratic al- 
derman, who announced late in 
November that he would propose 
the controversial “tax package 
plan” which includes a 6% tax on 
advertising receipts, stated yester- 
day that he is against any new tax- 
es here at present. 

On Dec. 5, Mark R. Holloran, 
Democratic national committeeman 
from St. Louis, dealt what might 
have been the death blow to the 
plan, patterned after the Baltimore 
tax, by labeling the tax proposals 
“ill advised, harsh and oppressive.” 
They represented a threat to the 
stability of the city’s economy, he 
said. 

Yesterday afternoon, Mr. Hollo- 
ran stated that he firmly hopes and 
believes the “tax package plan” to 
double utility taxes, hike industrial | 
water rates and levy the advertis- 
ing tax will not be introduced be- 
fore the city’s board of aldermen. 


® Mr. Holloran said, “Apparently | 
(Continued on Page 89) 


PABLUM PRODUCTS 
NOW HAS 


f 13-Week Show Cycle 
Is ‘Unrealistic’ for TV, 
CBS VP Tells Affiliates 
WASHINGTON, Jan. 14—Colum- | 
bia Broadcasting System affiliates | 
¥j|who met here today got a graphic) 
account of the edgy relationships | 
which have developed among ad- 
vertisers, networks and program 
packagers as tv becomes more) 
costly and more complex. 
They were told advertisers may | 
iiswing back to live programming 


: P&G Again Leads 
Net TV Spenders © 
in 10-Month Total 


Billy Graham, S&H 
Are New Additions 
to Top 100 in Medium 


NEW—Pablum Products division of 
Mead Johnson & Co. is using news- 
papers in Columbus, Indianapolis, 
Tampa and San Antonio to pro- 


mote its new meats for babies. 

Campbell-Mithun, Chicago, is the 

agency. Pablum is also planning 

tests of baby juices starting in 
April. 


At NARDA Meeting ... 


Appliance DealersWant 
Ugly Ads: McDermand 


Retailers’ Mat Demands | 
Make Company Blush, 
Hamilton Ad Chief Says 


Cuicaco, Jan. 15—An appliance 
manufacturer, lambasting retail 
appliance ads as “terribly bad, 
ugly, blatant...uninformative, 
shouting, brawling and bawling,” 
said this week he would hate to 
have his company judged by ads in 
its own mat service. But he put the 
whole blame for it on the retailers 
who, he said, demand it. 

In an opening-day talk before 
the National Appliance & Radio- 


Revenue of 94 Publications Measured 
by PIB in 1957 Hits $788,237,755 


‘Look’ and ‘McCall's’ 
Register Gains of 26.2% 
and 25.6%, Respectively 


New York, Jan. 16—1957 adver- 
tising revenue for 94 magazines 
and Sunday newspaper sections 
measured by Publishers Informa- 
tion Bureau hit $788,237,755, a 
0.4% gain over the $785,109,872 
recorded for these same publica- 
tions in 1956. 

Once again the leader in this 
group in terms of revenue was 
Life, which rang up ad sales to 
the tune of $137,522,494, a frac- 
tional gain over last year’s $137,- 
454,372. 

Of the remaining top ten billing 
magazines, all but one showed 


gains. The one—Better Homes & 


Gardens—slipped behind its 1956 
revenues 2.7%, from $30,071,028 
to $29,260,386, according to the 
PIB figures. Look, with a 26.2% 
gain, and McCall’s, with a 25.6% 
gain, showed the largest gains 
among the top ten. Of the complete 
list of 94, TV Guide showed the 
biggest gain, jumping 71.7% from 
$3,762,333 in 1956 to $6,461,352 in 
1957. 


® Next in line for the department 
of new laurels crown were Coro- 
net, 53.1%; Reader’s Digest, 50.3%, 
and Sports Illustrated, 46.3%. 

Of the various classifications, 
only the group of home magazines 
showed losses as a whole. Six 
in this group showed percent- 
age losses for the year: American 


New YorK, Jan. 17—Procter & 
Gamble Co. continues to be the 
top spender in network television, 
according to figures for the first 
ten months of 1957, released by 
Publishers Information Bureau. 

P&G spent $39,158,000 in net- 
work tv for the January-October 
period, the figures show. This 
more than doubles runner-up Col- 
gate-Palmolive Co.’s $15,737,000. 

Colgate, on the other hand, bare- 
ly beat out Chrysler Corp. for 
second place, just topping the auto 
maker’s total of $15,570,000. 

Comparing the latest figures with 
totals for the first six months of 
the year shows that there were no 
great upheavals among the top ten 
network tv advertisers. 


TV Dealers Assn. convention, D. C. 
McDerman4d, sales promotion man- 
ager of Hamilton Mfg. Co., Two 
Rivers, Wis., said Hamilton’s ad 
mats include ads it doesn’t like 
“because we meet a retail demand 
that they be there, and without 
them we find that our retail adver- 
tising volume falls off.” 

“So,” he said, “we take a deep 
breath, close our eyes and equip 


our dealers with the tools they need 
to carry on the very kind of ad- 
vertising I feel is so non-represent- 
ative of the glowing message we 


The first four—P&G, Colgate, 
Chrysler and American Home 
Products Corp.—held the same re- 
lative positions they held in June. 
Lever Bros. jumped from seventh 


(Continued on Page 92) 


have for the reading public.” jt fifth place. This dropped Gen- 


eral Foods Corp. and Gillette Co. 
® He charged that most newspaper|down one notch, to sixth and 
appliance advertising looks as if it,| seventh respectively. 
were “aimed exclusively at the girl) The June-to-October expendi- 
(Continued on Page 92) (Continued on Page 89) 


Last Minute News Flashes 


Cohen & Aleshire, KFCC Reportedly Vie for Bon Ami 


NEw York, Jan. 17—Selection of an agency to succeed Erwin Wasey, 
Ruthrauff & Ryan on the Bon Ami Co. account is believed to have been 
narrowed to a choice between Kastor, Farrell, Chesley & Clifford, which 
already handles several Bon Ami products, and Cohen & Aleshire, one- 
time agency for B. T. Babbitt Inc. Bon Ami management apparently is 
undecided between placing its entire account with one agency or di- 
viding it. 


CBC Is First to Broadcast Subliminal Test 


ToRONTO, Jan. 17—Subliminal Projection Co., which demonstrated its 
subliminal advertising process via closed circuit before the FCC last 
Monday (see story on Page 2), will make its first on-the-air test of the 
device this Sunday night on the Canadian Broadcasting Corp. network. 


MAB Prepares Statement on ARF Magazine Study 


New York, Jan. 17—The Magazine Advertising Bureau committee of 
the Magazine Publishers Assn. will issue a statement early next week 
on the “legality and propriety” of the MPA taking any action on the 
magazine audience study proposed by the Advertising Researct, Foun- 


Long Commitments Asked on Filmed 
Shows May Restore Live TV: Hylan 


rather than enter into 39- to 52- 
week commitments for film pack- 
ages. On the other hand, according 
to William H. Hylan, CBS vp of 
sales and affiliations, networks are 
pressing their clients for more 
flexibility, including a revision of 
customary 13-week renewal cycles. 
Despite an admitted setback in 
daytime programming, CBS gave 
its affiliates an optimistic picture 
of the prospects for popular new 
programs for the next season. 
Hubbell Robinson Jr., exec vp in 
charge of network programs, 
sketched 15 new programs which 
are in various stages of develop- 
ment. With NBC and ABC bidding 
vigorously for the daytime audi- 
ence, he conceded that some CBS 
daytime shows failed to withstand 
competition and said the daytime 
schedule is in for more revision. 


® Network officials seized the op- 
portunity to voice their own gripes 
against affiliates. On the other 
hand, they blunted their remarks 
by announcing that CBS is pub- 
lishing its affiliation criteria, so 
that affiliates and prospective af- 
filiates will have full information 
about selection policies. 

One of the major complaints 
against affiliates, cited by William 
B. Lodge, vp of station relations 
and engineering, is the tendency 
to “clip” network programs in or- 
der to stretch the time available 
for national spot or local commer- 
cials. 

Noting that advertisers complain 
when this happens, he commented, 
“This is obviously unfair to the 
sponsor of the network program, 
and it is unfair to the CBS Televi- 
sion Network, which represented 
to the advertiser in all honesty 

(Cantinued on Page 8) 


Tailor TV Sell 
to Each Market, 
Blechta Tells ANA 


D’‘Arcy’s Marzoni Says 
Communiscope May Rate 
Ad Effectiveness Better 


New York, Jan. 15—At an ad- 
vertising research workshop here, 
the Assn. of National Advertisers 
today heard praise for the Com- 
muniscope, learned the testing 
procedures of several companies, 
and was warned that the appeal of 
network tv shows varies greatly 
across the country. 

George Blechta, vp of A. C. Niel- 
sen Co., cautioned the group that 
different cities prefer different tv 
programs—and that different time 
periods results in different sizes 
and types of audiences. 

The broad coverage of a network 
show results in certain weak spots, 
and the best way to plug up the 
holes is a spot campaign, either ra- 
dio or tv, he recommended. 


® Mr. Biechta started out with a 


dation. A meeting to decide this question will be held here tommorrow. 
(Additional News Flashes on Page 93) 


hypothetical case: “Your national 
(Continued on Page 92) ‘ 
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Direct Mail Volume Was Up 8%, 
Hit $1.7 Billion in ‘57, Burdge Says 


DMAA President Says 
Medium Has Grown 
300% in Past 10 Years 


New York, Jan. 14—Growth in 
the use of direct mail during 1957 
continued at the rate of about 8% 
per year. Although final dollar vol- 
ume totals are still incomplete, it 
will probably be about $1.7 billion. 
These figures were released here 
today by Arthur E. Burdge, presi- 
dent of the Direct Mail Advertising 
Assn. 

Ten years ago, he said, the 1947 
volume of direct mail was esti- 
mated at $482,737,477. “This ten- 
year growth of more than 300%,” 
he said, “is eloquent testimony to 
direct mail’s performance in pro- 
ducing results. 

“Although the postal rate situa- 


San Francisco 
Mayor Is ‘Solidly 
Against Ad Tax 


Baltimore Judge Sets 
March 1 Date for Trial 
of Suits Opposing Tax 


San FRANcISsCcO, Jan. 15—Mayor 
George Christopher vigorously as- 
sailed the idea of a municipal tax 
on advertising Saturday, and re- 
jected a request from a private or- 
ganization in Baltimore that he 
help promote a movement to es- 
tablish such a tax levy here. 

Speaking to the West Coast 
Salesmen’s Assn., Mayor Christo- 
pher declared that he “stands sol- 
idly against any form of taxation 
on any type of advertising. 

“I wrote the [Baltimore] group 
a return letter,” he said, “stating 
that I would give them no cooper- 
ation and would not consider par- 
ticipating in such a proposal. And 
I said that if such a tax were pro- 
posed in San Francisco, I would 
energetically oppose it.” 

The mayor refused to name the 

(Continued an Page 58) 


Aircharters, New 
Advertiser, Names 
St. Georges & Keyes 


Cuicaco, Jan. 15—St. Georges & 
- Keyes has been named to handle 
advertising for Aircharters Inc., a 
newly-formed national network of 
passenger and freight charter 
flight operators. 

A campaign designed to interest 
business executives in charter 
flights will begin in early summer, 
with ads slated for Business Week, 
Fortune, Time and U. S. News & 
World Report. The budget will be 
about $100,000, the agency said. 

In announcing the agency ap- 
pointment, John A. Kuhnen, pres- 
ident of Aircharters, said he fore- 
sees the day when chartering a 
plane will be almost as common, 
for certain types of travel, as hail- 
ing a taxicab. 

“Many trips can be made more 
cheaply by chartered plane than 
any other way in actual dollars 
paid out,” he said, “and if you con- 
sider the cost of executive time ... 
they represent important savings.” 


® The Chicago based company has 
a system of credit and courtesy 
cards good at any of its licensed 
affiliates. Monthly billings will re- 
place the system of cash payments 


and flight deposits. + 


eas et 


tion is still unclear,” Mr. Burdge 
said, “we are confident that direct 
mail volume will continue to go up, 
because it is the universal adver- 
tising medium. Direct mail is re- 
lied upon by the biggest companies 
in the country, together with all 
(Continued on Page 55) 


Piel Drops Suit as 
Gunther Drops Moot 
‘Bert & Harry’ Ads 


New York, Jan. 14—Piel Bros., 
local brewer, is dropping its in- 
fringement suits against Gunther 
Brewing Co., Baltimore, and the 
latter’s former agency, Sullivan, 
Stauffer, Colwell & Bayles. 

The suits were filed last fall 
(AA, Nov. 4), charging Gunther 
and its former agency with appro- 
priation and use of cartoon adver- 
tising characters similar to Bert & 
Harry Piel. 

Stephen J. Schmidt, Piel’s ad- 
vertising manager, said Gunther 
has agreed to discontinue the use 
of its cartoon characters, Godfrey 
Sr. & Jr., in its advertising, 
“which,” Mr. Schmidt said, “is 
really all we wanted.” 

A joint stipulation, he said, will 
be filed in the U. S. district court 
in Baltimore, dropping the suit. 
Also, the complaint filed in the 
state supreme court here last Oct. 
25 against SSC&B will be dropped, 
he said. 

In the complaints filed by Piel, 
Gunther was alleged to have “ap- 
propriated and used for its own 
purposes copies and _ confusing 
simulations” of much of Piel’s Bert 
& Harry advertising material. 

When the suits were brought, 
Gunther had moved its account 
from SSC&B to Lennen & Newell. 
Young & Rubicam is the Piel agen- 
cy. 


® Asked whether Piel will continue 
its use of Bert & Harry in its ad- 
vertising, Mr. Schmidt said, “We 
most certainly will.” 

Asked to comment on reports 
that its Bert & Harry characters, 
while amusing, fail to sell beer, 
Mr. Schmidt laughed. “That’s just 
nonsense,” he said. “Piel Bros. had 
the biggest year in its history in 
1957, with sales of 1,435,000 bbls. 
In 1956, the second biggest year, 
we sold about 1,350,000 bbls. 

“If Bert & Harry didn’t sell beer 
for us, do you think we’d continue 
using them? We can’t afford to be 
sentimentalists. As I told you be- 
fore, Bert & Harry are the best 
salesmen we've ever had.” 


s At Gunther, in Baltimore, Wil- 
liam C. Geoghegan, advertising di- 
rector, confirmed that the suits 


would be dropped, but declined to 
comment, # 


| 
| 


ze 
BERT GOLDSMITH, who has been a 
partner and exec vp of Alfred J. 
| Silberstein, Bert Goldsmith Inc., 
|New York, has been elected presi- 
\dent, succeeding Alfred J. Silber- 
stein, who died last fall (AA, Oct. 
21). 


| 


| 


| 
| 
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ELEGANCE & BEANS 
—Towle Mfg. Co. 
will run this col- 
or page in maga- 
zines in May and 
June to demon- 
strate that ster- 
ling is an every- 
day adjunct to 
informal living. 


Beans become Cassoulet with 


Towle’s new Sterling pattern 


AWAKENING 


m TOWLE 
Si.vereumit 


Regulate Device, Get 
It Going, Vicary Tells 
FCC; Calls Impetus Weak 


WASHINGTON, Jan. 14—After see- 
ing subliminal au. ertising demon- 


Federal Communications Commis- 
sion no longer doubted that mes- 
sages can be transmitted on tv 
without being visible to the human 
eye. 

While it was a complete victory 
for the subliminal technique in a 
technical sense, none of the scores 
of public officials and reporters 
who attended the demonstration 
was prepared to step up and pro- 
vide an affidavit that the unseen 


Bissell Introduces 
2 Rug Cleaners with 
$2,000,000 Campaign 


~* Granp Rapips, Jan. 16—Bissell 
Carpet Sweeper Co. plans a $2,000,- 
000 advertising and promotion 
campaign to launch national dis- 
tribution of its new rug cleaners— 
Shampoo Master and liquid rug 
cleaner—and to push the compa- 
ny’s line of sweepers. Leo Burnett 
Co., Chicago, is the agency. 

An eight-week drive to intro- 
duce the Shampoo Master will start 
with a color spread in the April 5 
Life, followed by color pages in the 
First Three Markets Group, Parade 
and This Week Magazine. April 
and May issues of Better Homes & 
Gardens, Good Housekeeping, 
Look, Reader’s Digest and The 
Saturday Evening Post will carry 
color pages. Backing up the maga- 
zine drive will be newspaper pages 


ing still in the plans stage. 

| Bissell will use b&w pages in 
This Week Magazine and later in 
|Parade and the First Three Mar- 
| kets Group to push its sweeper via 
a “two-minute pickup” theme. 
Headlines will read: “The Bissell 
two-minute pickup whisks away 


me | the daily litter of America’s new 
§ | life in the living room.” 


Sunday supplements in April 
will carry copy for a “Carpet of 
cash” contest, which will offer 
Jconte than $15,000 in prizes. The 


contest requires only filling in an| 


‘entry blank. Winners will be 


named through a drawing. Top 
prizes will be “enough $10 bills to 
|}cover a 9x12 rug” (and enough $5 
| bills and enough $1 bills for run- 
ners-up). The prizes thus will be 
$9,670 for first, $4,835 for second 
and $967 for third. + 


strated yesterday, members of the | 


in major markets, plus tv advertis- | 


Subliminal Ad Is Transmitted in 
Test but Scores No Popcorn Sales 


|commercials would represent a 


bonanza for advertisers. 

In the official demonstrations, 
the slogan, “Eat popcorn,” was su- 
perimposed subliminally on ex- 
cerpts from the film show “The 
Gray Ghost.” No viewer admitted 
an urge to buy popcorn. One spec- 


|tator observed, “I hated popcorn 


| 


before, and I still do. How do you 
explain it?” 


s James M. Vicary, of Subliminal 
Projection Corp., replied persua- 
sively that subliminal advertising 
cannot induce the viewer to do 
anything he is not already con- 
ditioned to do. 

“It may cause a Coke drinker 
to drink more Coke,” he said, “but 
it won’t get him to switch to Pepsi.” 

And to members of Congress 
who voiced their concern about 
political implications he said, “It 
may remind a Democrat to go out 
and vote for his Democratic candi- 
dates. But it won’t cause him to 
switch and become a Republican.” 

The demonstration was ar- 
ranged after a clamor developed 
on Capitol Hill for regulation of 


(Continued on Page 94) 


Advertising Age, January 20, 1958 


Beans or Cassoulet?... 


Sterling Fits 
With Barbecue, 
Say Towle Ads 


It Can Be Casual as 
Well as Elegant, Says 
Silverware Maker's Copy 


NEWBURYPORT, MAss., Jan. 15— 
Towle Mfg. Co. aims to alter some 
ingrained attitudes about sterling 
silver in its 1958 campaign. 

Too many people, the company 
believes, associate sterling with 
formality, special occasions and 
wealth—and therefore feel that 
sterling no longer fits in with to- 
day’s casual living. 

The great lost market for ster- 
ling, Towle believes, is the young 
bride, who foresees an informal 
servantless life in which she will 
have to do most of her own house- 
work. Consequently she would 
rather invest several hundred dol- 
lars in a work-saving appliance 
than in a set of sterling, which she 
feels is too formal for the casual 
kind of life she wants to lead, the 
company believes. 

The new Towle campaign is de- 
signed to show her that sterling 
not only fits easily into the infor- 
mal life, but will bring elegance 
and beauty to any meal, be it “bar- 


(Continued on Page 94) 


NADA Names 
Group to Curb 
False Car Ads 


MIAMI Beacu, Jan. 14—The Na- 
tional Automobile Dealers Assn. 
last week appointed a committee 
to try to stamp out false and mis- 
leading automobile advertising. 

Frank Yarnall, a past president 
of NADA and a Chicago Chevrolet 
dealer, was named to head up an 
expanded advertising ethics com- 
mittee. NADA is holding its an- 
nual convention here. 

Frederick J. Bell, exec vp of 
NADA, asserted that the false ad- 
vertising problem was limited to 
a few dealers in several large cit- 
ies. The situation is particularly 


(Continued on Page 94) 


Schlitzclaim, Counterclaim ... 


Anheuser-Busch Claims ‘57 Brewing 
Titie; Schlitz Claims No. 1 Brand 


St. Louis Brewer Hits 
6,115,762 Bbls.; Schlitz 
Also Tops 6,000,000 


St. Louis, Jan. 15—Anheuser- 
Busch Inc, today laid claim to the 
1957 beer production champion- 
ship by disclosing that it produced 
6,115,762 bbls. last year. 

While conceding nothing to 
Anheuser-Busch, Jos. Schlitz 
Brewing Co., Milwaukee, said that 
even if it loses the production 
crown to Anheuser-Busch, Schlitz 
is still the No. 1 brand. Schlitz pro- 
duction figures for 1957 are not yet 
available. 

Anheuser-Busch, which markets 
Budweiser, Busch Bavarian and 
Michelob beers, produced 250,180 
more bbls. in 1957 than in 1956. 
An industry source estimated that 
Anheuser-Busch produced  be- 
tween 65,000 and 100,000 more 
bbls. last year than Schlitz did. 


® Said Schlitz: “Although final 
figures for 1957 are not yet avail- 
able to any brewery, it is certain 


cs 


that Schlitz premium beer sales 
topped the 6,000,000 bbl. figure for 
the first time since the 1953 brew- 
ery workers’ strike. 

“It is also certain that Schlitz 
sales in 1957 topped those of any 
other brand of beer in the world 
—premium or otherwise, exceed- 
ing its competitive brand [Bud- 
weiser] by several million cases. 

“Whether any other brewery 
with more than one brand of beer 
exceeded the total sales of Schlitz 
in 1957 will depend upon final sales 
figures not yet available. In any 
event, the race between brewing 
companies, as distinguished from. 
the race between brands, was very 
close,” the Schlitz statement said. + 


Montgomery to Endorsements 

Robert L. Montgomery, former 
Paramount Pictures executive, has 
joined Endorsements Inc., New 
York, as a vp. Endorsements Inc. 
vps Tyler Davis and Robert C. 
Brilmayer have been named senior 
vps. Mr. Davis has also been named 
chairman of the executive commit- 
tee. 
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Concession on 


Postal Pay May 
Bring Rate Hike 


Budget Figures Show 
Controlled Circulation 
Mail Growing Fastest 


WASHINGTON, Jan. 15—The ad- 
ministration is going all out for a 
postal rate increase, and there are 
signs that it may get something, 
despite the fact that congressmen 
normally hesitate to raise rates in 
a year when they have to stand 
for reelection. 

In his budget message this week 
the President pointed out that 
postal losses for the current year 
are expected to reach $696,000,000. 
“In view of present and prospec- 
tive postal deficits, legislation to 
authorize adequate postal rates 
has become one of the most urgent 
items of unfinished business be- 
fore the Congress,” the budget 
message said. 

To sweeten the potion for mem- 
bers of Congress, the President 
signified his willingness to go 
along on a moderate pay hike for 
postal workers. On the other hand, 
he continued to call for rate ad- 
justment which would be suffi- 
cient to put the department vir- 
tually on a break-even basis. 


s While there was no discernible 
favorable sentiment for the 5¢ rate 
on non-local letters which the 
President advocated in his mes- 
sage, the 4¢ letter rate which has 
been debated in recent years 
looked less forbidding by contrast. 

While the $160,000,000 pay h:ke 
for postal workers which the ad- 
ministration is proposing falls sub- 
stantially below the amount voted 
by Congress last summer (and 
vetoed by the President), the com- 
promise on postal pay is calculated 

(Continued on Page 91) 


15 Agencies Vie 
for $1,250,000 in 


Wilson Business 


Needham, Louis Gives 
No Explanation fer 
Resigning the Account 


Cuicaco, Jan. 14—At least 15 
agencies will pitch for a $1,250,000 
chunk of Wilson & Co. business 
which was resigned yesterday by 
Needham, Louis & Brorby. 

Mark Cox, Wilson’s director of 
advertising, public relations and 
sales promotion, told ADVERTISING 
AcE that he has been contacted by 


‘Reduced’ Nicotine, 
Tar Told in Ads for 
Old Gold Straights 


New York, Jan. 14—P. Loril- 
lard Co. is launching advertising 
this week to introduce its new Old 
Gold straight cigarets in new 
packs and with newly selected nat- 
ural leaf tobaccos. These will be 
advertised as “having a reduced 
tar and nicotine content under our 
previous tobaccos.” 

Advertising, which broke last 
night in metropolitan newspapers 
here, will include newspapers in 
more than 140 markets, extensive 
television and radio spot commer- 
cials, and Old Gold’s current ma- 
jor tv network program, “The 
Court of Last Resort” (NBC). 

Lennen & Newell is the agency. 

Lewis Gruber, president of Lor- 
illard, in announcing the new Old 
Gold straights, the first report of 
which appeared in ADVERTISING 


FOR THE FIRST Time EVER 014 Gold exwewrews 


A triumphant new blend for straight smoking! 


Bristol-Myers Absorbed 
40% of TV Package as 
GF Brands Withdrew 


New York, Jan. 14—David 


The new man in tobacco ..the scientist... creates aM 4 Crane, Benton & Bowles vp, today 
LD GOLD ‘Fy. |explained the thinking behind and 
o Cea wal) the over-all procedure for the Gen- 
. Vaarighls. ha al tobacce cigarette of - eral Foods and Bristol-Myers spot 
scientifically selected finest natural leaf tebacces baving 2 tv co-sponsorship package. 


Mr. Crane discussed the novel 
buying technique which Benton & 
Bowles developed last year for 
General Foods in a speech before 
the time buying and selling semi- 
nar of the Radio & Television Ex- 
ecutives Society here. 

The agency executive said the 
package currently consists of 700 
IDs in 104 markets, for an average 


reduced tar and mcetine content under our premogs tobacces 


Lin, 


foe P 


Company Cat 


ALL-TOBACCO—Lorillard tells of its 
new straights and their reduced 
tar and nicotine content in this 
newspaper ad introducing the 
newly packaged cigaret style. 


‘Maxwell House ‘Hospitality’ on Big 
ID Buy Benefits ‘Everyone’: Crane 


| for 21. The scheduling ranges from 

about 30 spots per week in Los 
'Angeles to as few as three per 
week in smaller markets. 


s To explain how this arrange- 
ment came about, Mr. Crane 
traced the highlights of the tv spot 
history of Instant Maxwell House. 
|“In 1953, when an improved In- 
stant Maxwell House coffee was 
| marketed, some $600,000 worth of 
| Spot television was employed,” he 
| said. “In its time, and by the then 
|existing costs of spot tv, that was 
| a substantial schedule. ... 
| “In the following year, 1954, In- 
stant Maxwell House used $1,500,- 
000 in spot tv, the largest part be- 
ing 20-second announcements. 
That year we discovered the magic 


AcE two weeks ago (AA, Dec. 30, 
57), emphasized that they are 
“aimed at the millions of non- 
filter smokers (currently 60 out of 
every 100) who have been largely 


(70mm) and long (80mm) and re- 
place the former Old Gold regulars 
and king-size. They are packaged 


of seven 10-second station identi- |}of IDs and our ability to translate 
fication spots per market. General the brand copy story effectively 
Foods carries the package for 31 a wwe A a we bar $3,800,- 
weeks, and Bristol-Myers buys it) worth 0 S, an ese were 

—s , — ie jused by other General Foods 


ignored in recent years, while ma- 
jor attention was focused on fil- 


in new white and gold packs, a 
standard pack for regular size, and 


about 15 agencies seeking the ac- 
count. “We are not anxious to hear} 
from any other agencies, but we 
will give every agency a chance to} 
tell its story,” Mr. Cox said. 

Mr. Cox said he hoped to name a| 
successor to NL&B “as soon as| 
practical—in less than a month, if 
possible.”’ Agencies will not be re- 
quired to make formal presenta- 
tions but may do so if they desire, 
he said. Mr. Cox said he has al- 
ready interviewed three agencies. 

Although Mr. Cox declined to 
name agencies soliciting the ac- 
count, ADVERTISING AGE learned 
that Roche, Rickerd & Cleary, 
which now handles all Wilson ad- 
vertising with the exception of the 
portion resigned by NL&B; Young 
& Rubicam; Henri, Hurst & Mc- 
Donald; Clinton E. Frank Inc.; Grey 
Advertising Agency; Keyes, Mad- 
den & Jones; Christiansen Adver- 
tising Agency; Tatham-Laird; Er- 


(Continued on Page 42) 


a crush-proof box for the long size, 


ters. and will sell at the same price as 


“Secondly,” Mr. Gruber said, 
“the new Old Gold straights are a 
completely new concept in cigaret 
manufacture: An all-tobacco cig- 
aret combining the best features 


/1,000 wholesale, for regular, and 
$8.90 per 1,000 for long). 

| Tests by independent research 
laboratories, Mr. Gruber said, 


of both regular and filter cigarets | ow that the straights average 
—full-bodied taste, feel and smoke | 9, less tar and 19% less nicotine 


plus low nicotine and tar content.” |«than the ‘second-best’ major non- 
filter brand on the market and 7% 
less tar and 22% less nicotine than 
regular the former Old Gold regulars.” # 


® Old Gold straights are being 
marketed in two sizes, 


Cort Hits Media as ‘Throwaways,' ‘Come-ons’ 
Informing, Entertaining ‘Only Incidentally’ 


New York, Jan. 15—Newspa-/into an article on the Baltimore 
pers, magazines, radio and televi-|tax on advertisers and media, ad- 
sion are “throwaways” that exist) vances four reasons for such a 
primarily to publish advertising— | move: 

“a come-on to sell consumer goods 


ir - in. | @ “First, the operation is fla- 
giving away entertainment and in 'grantly taxable, Ultimately, gov- 


formation incidentally.” - . 
This is the view of David Cort, | s*nment Wes net Se hte to eaee 


a former editor of Life, expressed| ~ 
in a piece in the Jan. 18 issue of the|@ “Second, the throwaway cul- 


Nation. ture is rapidly destroying its last 
Magazine publishing is an opera- | Tremaining non-throwaway  ele- 
tion that “merely rents the manu-|ments: Books, theater, movies, 


facturer of a commodity the mag- | 
azine’s subscription list and news- 
stand outlets for one mailing.” 

But there is more to it than that. 
“The magazine,” adds Mr. Cort, 
“actually rents out its readers’ 
faith in its editorial morals to 
Procter & Gamble or General Mo- 
tors. To prove it, the magazine 
even binds the advertiser’s sales 
pitch in with its own editorial mat- 
ter, and delivers the combination 
as a package called Life or Mc- 
Call’s.” 


Mr. Cort’s views, incorporated 


night clubs, non-broadcast sports 
(Continued on Page 42) 


Armour Net Drops 

67%, Wilson's 20%, 
7 7 . 

Swift's 3% in ‘57 

Cuicaco, Jan. 15—1957 turned 
out to be a bad business year for 
the country’s three largest meat 
packers—Swift & Co., Armour & 
Co. and Wilson & Co. 

In an annual report issued to- 
day, Armour disclosed that its net 
earnings last year were $3,370,- 
270—$10,496,343 less than its 1956 
earnings of $13,866,613. Armour’s 
sales last year of $1.93 billion also 
| were down from 1956 sales of $2.01 
billion. 

Armour blamed the drop-off on 
a “failure to keep the price rela- 
| tionships between livestock and 
|wholesale meat prices in balance 
during the rising markets that 
|started in the spring of 1956 and 
jcontinued through the _ greater 
| part of the fiscal year 1957.” 


|® Swift and Wilson both reported 
sales gains and earnings decreases 
last year. Swift listed 1957 sales at 
| $2.54 billion, as compared with 56 
lsales of $2.43 billion. Swift’s earn- 
ings dipped from $14,012,000 in 
1956 to $13,537,821 last year. 
Wilson’s sales increased from 
$608,968,000 in 1956 to $640,989,000 
last year. The packer’s earnings, 
however, slumped from $7,146,000 
in 1956 to $5,708,000 last year. + 


SO DAINTY—A sachet in each shoe 
box and this page in Vogue, Feb. 
15, help introduce Vogue Shoe’s | 
new Bon Bon style. Carson/Rob-| 
erts, Los Angeles, is the agency. | 


other non-filter brands ($8.45 per) 


Kraft to Cancel 
All Its Daytime 
TV. Davis Asserts 


Cuicaco, Jan. 14—Kraft Foods 
Co. will cancel all of its daytime 
television shows March 31, Robert 
A. Davis, general advertising man- 
ager of Kraft, disclosed today. 

In a talk to the Chicago chapter 
of American Assn. of Newspaper 
Representatives, Mr. Davis said 
Kraft decided to get out of daytime 
tv after the company found that 
more than half of its total adver- 
tising budget was being invested in 
tv. 

“We felt that we needed a sound- 
er advertising program with more 
money going into print media and 
local advertising,” he said. 

“Our move is not a condemnation 
of television, as this medium did a 
very good job for us.” 


® Kraft invested $2,500,000 in day- 
time tv in 1957, he said. The money 
which previously went into this 
medium, Mr. Davis said, will now 
go into other media—newspapers, 
magazines and local media. He 
added that Kraft will continue to 
use network and local television. 
The company currently sponsors 
participations on four daytime tv 
shows on NBC—“Tic Tac Dough,” 
“Modern Romances,” “Matinee 
Theater” and “Comedy Time.” # 


Customer Is Weary of 
Mumbo Jumbo, Says 
Mutual Buying Syndicate 


New York, Jan. 14—More than 
50 manufacturers and 50 depart- 
ment stores will take off on an 
“African Holiday” promotion in 
February and March in a “fresh 
new approach to department store 
showmanship.” 

The storewide promotion has 
been set up by the Mutual Buying 
Syndicate for its member stores. It 
is built around a “soft-sell” mo- 
tion picture, filmed in color on a 
three-month safari in Africa. 

The 30-minute film tells the 
story of a young American couple 
who take a safari—replete with 
wild animals and native dances— 
jthrough East Africa and the Bel- 
|gian Congo “amid all the comforts 
| of home.” 

These modern comforts are sup- 
plied by the products of ten com- 
panies which are featured in the 


| brands, such as regular Maxwell 
| House, Birds Eye and Jell-O, when 
not used by Instant Maxwell 
| House. Instant Maxwell House oc- 
cupied about 60% of the schedule; 
|other General Foods brands, the 
remainder. 

“The same situation held in 
1956, when the total spot tv ex- 
penditure amounted to $7,200,000. 
The package by this time had been 
improved and refined and was 
clearly an outstanding media fran- 
chise. The total package averaged 
better than a 24 rating for 52 weeks 
for the more than 100 markets in 
which we were represented. A fur- 
ther improvement in the package 
was made when Benton & Bowles 
developed an equalization formula 
which enabled us to define pre- 
cisely and to achieve four-week 
average frequency levels, market 
by market. 


= “Since Instant Maxwell House 
was using two and sometimes 
three network properties which 
provide maximum reach with long 
commercials, our interest and 
objective in the use of spot were 
to provide intensity of frequency. 
The equalization formula permit- 
ted us to adjust schedules, market 
by market, to secure the desired 
frequency. 

“Also it appeared that there 
was, in the particular use of com- 


binations of media, a diminishing 
rate of return in the extended use 
(Continued on Page 62) 


50 Stores, 50 Manufacturers Hitch 
Ride on African Safari Promotion 


|film. The promotion is extended to 
all departments in a store by 42 
other companies which are not 
featured in the movie but which 
tie in with the promotion through 
an African-inspired color, fabric or 
| design. 


|® The film will be shown in each 
| participating store for two weeks, 
backed up by store advertising and 
displays. Each product used on the 
safari will bear a “tropically 
tested” label attesting that the 
product “withstood months of daily 
use under the most adverse cir- 
cumstances in the tropical climate 
of Africa” and “was subject to 
various tests, which in the course 
of normal consumer use, would 
never have been possible.” 

Four colors—tiger lily, pink 
dawn, desert sand and African sky 
—will also be highlighted in the 
promotion, and Mutual is urging 
its stores to introduce their spring 
fashion merchandise via the Afri- 


(Continued on Page 94) 
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Cet panied never tat heved 


WHDH 


50,000 WATTS - BOSTON 
delivers buyers 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


Delta Air Lines 
Pushes Miami Run in 
12-Page ‘Tribune’ Ad 


Cuicaco, Jan. 14—A 12-page ro- 
togravure insert by Delta Air 
Lines, referred to as the largest in- 
sertion by a transportation compa- 
ny in a single newspaper, will run 
in the Sunday (Jan. 19) Chicago 
Tribune. 

The insert, titled “Winter Holi- 
day Guide,” was designed to high- 
light Delta’s winter service to Mi- 
ami. The insert cost $40,000. 

Approximately 1,300,000 inserts 
will be used in the Sunday Trib- 
une. Delta is sending an additional 
12,000 copies of the section to the 
Miami Beach Sun, which will in- 
clude the section in its own paper, 
complete with Tribune logo. 

George O. Stayman, Chicago 
district sales manager for Delta, 
said the Sun is being used to pro- 
mote good will for Delta by show- 
ing how the airline promotes the 
vacation spot and to increase re- 
turn traffic. 


® The section, with a four-color 
cover and center spread, features 
information on where to go and 
what to wear for vacationers, and 
will include a calendar of recrea- 
tional activities through April 
23. The airline’s Chicago-Miami 
schedule is also included. 

The 8,400-line supplement was 
printed by Alco-Gravure division 
of Publications Corp., Chicago. 

Delta will also distribute 60,000 
of the inserts via ticket agents and 
on its planes, and has mailed 10,- 
000 cards to frequent travelers and 
travel agents, telling them of the 
insert. The Tribune will distribute 
1,000 copies to midwestern travel 
agents. 

Delta and its agency, Burke 
Dowling Adams Inc., began work 
on the insert in late October. The 
agency also prepared a similar in- 
sert for another client, Studebak- 
er-Packard Corp., last month. + 


 HANKSCRAFT — 
DISPLAY MOTORS 
help sell for — 
MAYTAG! , 


AYE! all eyes are captured 
by this canny Scot 


A low-cost Hankscraft motor 
attracts attention by making 
the Scotchman’s eyes roll back 
and forth in this successful 


Maytag display. Like the Scots, 
the Hankscraft display motors 
are thrifty, too. They run for 
months on ordinary flashlight 
batteries. 


ing service. 


HIGHLANDER 


Designed and produced b 
Dun-lap Mfg. Co., Newton, lowa 


Do You Have a Display Problem? 
Want to know how to animate your displays? Let 
Hankscraft engineer the animation for you! Send 
us a cutout dummy and rough sketch. We’ll equip 
it with the most efficient motor for your use (either 
AC or battery-operated). 


Let Hankscraft Engineer the Animation! 
Write for our free manual today — it describes 
all the basic Hankscraft models, their special 
applications, plus information on free engineer- 


CHICAGO ¢ PHILADELPHIA 


THE HANKSCRAFT CO., Dept. AA-1, Reedsburg, Wis. 


Sales offices in these principal cities: 
MINNEAPOLIS” « 
DALLAS # TORONTO (Ontario) *« SAN FRANCISCO (Erlach Lee Co.) 


NEW YORK 
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Highlights of This Week's Issue 


Walther Buchen retires from agency he 
founded 35 years ago; four veterans of 
the agency take over executive 
reins Page 1 


CBS VP Hylan tells affiliates 13-week 
show cycle commitments are unrealistic 


for tv ........ Page 1 
St. Louis plan for taxing advertising is 
I ceaccccctsntinnsercesectincnscsennatismsmenant Page 1 


San Francisco's Mayor George Christopher 
takes a vigorous stand against any tax 
on advertising in his city ............ Page 2 


Direct mail volume was up 8% in 1957, 
hitting about $1.7 billion for the year, 
with a record of about a 300% growth 
in the past tem VATS 20.0... Page 2 


FCC and group see demonstration of 
subliminal advertising, but no one has 
urge to go out and buy popcorn, as the 
hidden message exhorted ................. Page 2 


Piel Bros. drops suit against Gunther for 
using cartoon characters it says were 
similar to Bert & Harry Piel ........ Page 2 


Anheuser-Busch claims title of leading 
brewer in 1957; Schlitz says it had the 
(DE Page 2 


Postal pay increase concession by admin- 
istration may bring about postal rate 
increase Page 3 


P. Lorillard introduces its new Old Gold 
straights with ads proclaiming it has re- 
duced tar and nicotine content under 
old cigaret Page 3 


Kraft Foods Co. will cancel all of its day- 
time television shows March 31 ....Page 3 


15 agencies are in the running for 


$1,250,000 sini of Wilson & Co. 
busi 


Media are just “throwaways, published 
primarily as a vehicle for advertising,” 
David Cort, former Life editor, says in 
Piece in The Nation 2.00.0... Page 3 


Federal Communications Commission is 
one of few non-defense agencies slated 
for an expanded budget ................Page 4 


Advertising Federation of America offers 
to help out in cities where taxes on ad- 
vertising have been proposed ....Page 16 


Spot radio spending was trated in 
the top 20 markets in 1956, H-R Rep- 


resentatives says after analyzing FCC 
data Page 16 


Reflections on advertising by the late 
James R. Adams of MacManus, John & 
Adams are published in book ....Page 19 


Teen-age girls constitute a lively market 
for electrical appliances, Live Better 
Electrically women’s conference is 
told Page 2 

Hallmark Watch Co. buys Waltham Watch 
Co.’s Waltham watch line 

Sheraton credit card plan got boosted to 
200,000 membership after two ads, 


which ran in Wall Street Journal and 
Forbes 


Pabst’s Peristein axes $4,000,000 in oper- 
ating expenses from the company’s 
UD | ditscaicicccaisniccsinntnidiedhibephammeninaiitia Page 44 


Coffee packaging should be integrated 
with full new market, Industrial De- 
signer Frank Gianninoto tells coffee 
SCE cccecesesscomorresemmminnesssajestinmnmmansitl Page 36 


Three oil companies deny FTC complaint 
that their ads fae a rts their addi- 
GIVES crsccceseces . Page 41 


Top food companies are banking on new 
products to sustain their prosperity in 
1958, Food Business reports ...Page 50B 
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Along the Media Path ................... 
Art Director's Viewpoint .... 
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Looking at Radio and TY ........ 
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On the Merchandising Front ................ 76 
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Reugh Proofs ......... _ 
Salesense in Advertising | 
This Week in Washington 
Voice of the Advertiser ........ 


What They’Fe Saying .......-...cccercecscssereerseeeees 


Walther Buchen 
Retires; Sells 
Stock to Execs 


(Continued from Page 1) 
merger talks are being carried on 
or planned at the present time. 


= While these top-level changes 


| were taking place another Buchen 
|executive announced his resigna- 


tion from the agency. Arthur L. 
Decker, senior vp, leaves the agen- 
cy Feb. 1 to join Donahue & Coe, 
Chicago, as senior vp and general 
manager. 

Arthur Grossman, president of 
Donahue & Coe, Chicago, said that 
the addition of Mr. Decker would 
add to the agency’s administrative 
strength and would enable Mr. 
Grossman to devote more time and 


Arthur Decker 


attention to marketing and mer- 
chandising. 

Donahue & Coe, Chicago, also 
named two new vps this week: 
Paul Kelly, account exec on the 
Norge and York accounts, and 
William Lavicka, account exec on 


National Presto Industries. + 


BUCHEN HIERARCHY—New top officers of Buchen Co., Chicago agency, 

following retirement of Walther Buchen, are these Buchen veterans: 

Chairman, John M. McDonald; president, Leon Morgan; vp and 
treasurer, Joseph H. Caro; vp and secretary, Walter H. Baers. 


oS BB SER SEE poe ST ti, a ee Hd ae oe ee ea re Mie a fe! eememns ty ore mage 
oe a * i: jolts Le pa ‘ Sa ae £ 7 = vas ie cee a << ‘ ‘ 4 x ae Sata : e Pl i aa as Ne ee ithe ie ceo 0 ane z (eas iene 4 awe pos oe NPiip 2. 
ae eae ae: Se oe ee ee ee ee ee 2 ee ag ae eee oe oe ee a oe eee ade 
See eee Ae Pimples eee he age : ile ve a of Ca ah a Perey tre Mn eee Nr ee ameter erro Ree Sg rey ght tga eo seat 5 ei oak SEAS 
San Rat ee ed RS a Bt ere diy heer: ee Sey ye ie ae Ea i ee at ee eae ; ea Oe a a ei ea ct one 
. : _ ‘ 5 ig : ee il a = ‘ ow" 
res al ace 
ae 
et. 
_ i . | 
h za « r | 
+ | 
a 
| : Po Seema | 
: SS = | ___ po 
we ] 
5 po 
ie 
is 
i Baie 
ec 
| ee 
} i 
po 
: 
? ee | a 
= 
ar | 
: | 
> . | One nOOe eee OOO eee eeeeeeetsceeeeee. 
a 
# ee 
f ; 
eee fae * E 
ihe ie he ' 4 
eee, | at a ’ 
sy : oa 2 
ye? ooo | é ane q 3 
be 7 : - a. s 
ae a ~ eo ~ 
‘ a or : . 
e/ — BE ae 
2 ~ Ay of = 
q | | “Ss \4 Pm soul me 
- | | fa mn a ‘ 
rm | — 4 thrifty too, pe _ 
: , 1S Mon/” | tt a 
= : Ad | dy ty 
a A . See et” re 
3 = . By oe i 
am ) All eyes — a ed rie 
oi eo are on ne 
ies ety ae ” | 
. “<i age ae | 
= ee 
| : < re é Bees is 
<a q ‘ a . S : a sh 
ek 5 | ; er ~. 2 & ’ ae oe ere 
oor se : ee : => en 
Ae - } ty ' x z ? P : ae : 
a 3 : ‘ . 4 
5 4 Z s . —_ . 4 
; * a. 3 : 
A " * a 4 
ij % Be ea : ° aaa ee 
“3 we 2 : ; aaa e % , 
; , . Ris me, -. ‘ Pee ale bs 
_ oi ae : : i Fe a Sow aah 
<ip : ae Pee ae. iri aa aes —_ Soe 
ee 4 ee ‘en - sn or) Bead ag. be ‘ 
is | “) a Fic ha : ae 
; i sea Pa. ap ! 
Ey = we ee Sj ee. : me ” m ae 
—— > bb Fs ‘ ——— 
S } . > ts i ana . 
_ F 
> YY : a _ we 
tale a 
sane ; 
fb =] P McDonald Morgan 
¢ Be J a 
p ee ee 
4 ¥ be ‘hie, . ai i ¥: 2 “ae i = re as i he See = Raat : = 4 : 5 = f 5 hee 
> : ; : E é ea Ba cue i : & ‘ : ‘ 7 Bae Pe 3 Slee Le. ie é ee f ery = 
Bis a ae oe one = 9d tt BS Se ok reat Sane ees 8 Se rig by aS, i. yee cis 
< ee ate sod | Ti ye is ly UN ee Aten Ut ty Be af zi eg oe . : ; i Sai ee epee! TP 


There's nothing so powerful as an idea ! 


ee & | @ 
tae & & 


Ideas are BH&G’s stock in trade. The 
practical, you-can-do-it sort of ideas 

that concern families who are eager 

for ways to live better. Maybe it’s * A 


a wonderful dinner party menu \ -—. 
with recipes clipped from BH&G’s ’ 

food pages. Or how to make room < ETWOMES 
for a new Hi-Fi set. Or training a 
Rover, the pup, to stay out of 
the road. Or planning a family 
vacation by car next summer. 
BH&G’s readers really “‘live by 
the book” at home or away from 
home. And “the book”’ is... 


Better Homes & Gardens, the family 
idea magazine. 
The ideas in Better Homes & 
Gardens are the kind that set 
Mother and Dad and the kids 
to buying instead of just 
wishing. That’s what makes 
BH&G unique among all other 
major media, and a wonderful 
place for advertisers to show 
their wares. Meredith of Des 
Moines . . . America’s biggest 
publisher of ideas for today’s 
living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,350,000 COPIES MONTHLY 
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This Week in Washington... 


Tke Asks $650,000 FCC Budget Hike 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Jan. 


}sure that stations stay on their as- 


signed frequencies. Another $100,- | 


16—Some- 900 is for expansion of the staff | 


body “up there” surely likes the | Which processes broadcast applica- 
Federal Communications Commis- | tions. 


sion, for it is one of the few non- 


At present, FCC’s case load is 


defense agencies slated for expan- | down from the high levels of recent 
sion in the budget which President | years. However, the people who 


Eisenhower sent to Congress this 
week. 


| 


worked out the commission’s budg- 
et for the 12 months beginning July 


Where other agencies have been | 1 assume it faces a new upsurge of 
forced to curb their ambitions, FCC | applications for the improvement, 


is seeking $8,950,000, an increase 
of $650,000 over the current year. 
About half the increase is for mon- 


sale or construction of radio and | 
tv stations. 
Where FCC’s estimates were on 


pulling in their belts. Food & Drug 
Administration has been forced to 
drop a carefully prepared plan for 
modernizing its testing laboratories 
in order to keep its 1959 budget at 
1958 levels. Justice Department’s 
anti-trust division is asking only 
$15,000 more than it has this year, 
and the Federal Trade Commis- 
sion’s budget is up only $75,000. 


® Even the politically popular 
agencies have been whipped into 
line. Farmers Home Administra- 
tion, which has promoted quite a 
volume of business in direct loans 
to “needy” marginal farmers, has 
been forced to lower its sights for 
1959. And the Interior Department 
has to settle for $4,659,000 for the 
promotion and development of the 


itoring and field work, to make) the expansionist side, others were fisheries industry, a mere $7,850 


more than it has this year. 


Last week, 
department re- 
ported members 
of the Federal 


Rep. Harris 
Abates Heat 


Communications Commission and | 


other federal regulatory agencies 
seemed to be recovering from their 
jitters over the forthcoming hear- 
ings of the special committee an 
legislative oversight. It was a risky 
observation at the time, but now 
it is fully substantiated. 

For months the commissioners 
have been pressed by the staff of 
the investigating committee for de- 
tails of any gifts or favors they re- 
ceived from members of the in- 


idustry they regulate. There were 
,reports FCC members would be 
|asked about color tv sets which 


‘ 


RON is TV in SF 


San Franciscans ar sold on KRON- TY 


AVAILABLE 
Alternate Weeks 
“GRAY GHOST” 
Friday 6:30 P.M. 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE « CHANNEL 4 « PETERS, GRIFFIN, WOODWARD - 


this | 


Advertising Age, January 20, 1958 


|industry members installed in their 
homes and expense money which 
some received in addition to the 
government’s usual $12 per diem. 
This week, however, Rep. Oren 
Harris (D., Ark.) teamed up with 
Republicans on the committee to 
make the investigators da a turn- 
about. Instead of quizzing commis- 
sion members on their personal be- 
havior, the committee on legislative 
oversight will embark later this 
month on a general survey of pro- 
cedures used by individual agen- 
cies. The staff took its defeat in 
silence, while committee members 
reported themselves “unanimously”’ 
for the less controversial approach. 


If Congress wants 
to know how a 5¢ 
rate for letters 
hits a big mailer, 
it doesn’t have to look far. 

On the assumption—a highly 
questionable one—that Congress 
will vote the 5¢ letter needed to 
raise $700,000,000 in new revenue 
for the postal service, the Budget 
Bureau estimated the cost of con- 
gressional mail for the 12 months 
beginning July 1 would be $2,259,- 
000, compared with $2,081,000 in 
the current year. 

The figures are fairly academic, 
however, since the extra cost 
doesn’t come out of the congress- 
men’s pockets. The estimate is 
simply an accounting device, so the 
Post Office can be “compensated” 
for carrying franked mail. 


5¢ Rate to Hit 
Franked Mail 


“Propagan- 
Johnson Bill da” advertising 
Hits Utility Ads by public utilities 

worries Rep. Les- 
ter R. Johnson (D., Wis.). So on the 
|opening day of the new session he 
|was on deck with a pair of bills 
| prohibiting utilities from including 
this type of advertising in their 
rate bases, or claiming it as a busi- 
ness deduction. 

He says the right to insert such 
jadvertising belongs to the stock- 
| howsers, and that he defends their 
right to advertise as they wish. 

“However,” he argues, “the cost 
of such advertising is properly as- 
sessed to the same stockholder. I 
shall also fight to see that the cost 
is not improperly shoved upon the 
rate payers, who expect to pay only 
for electric power in their bills.” 


Commerce  Sec- 
Weeks Seeks retary Sinclair 
OutdoorRule Weeks has reiter- 
ated his interest 


in quick congressional action on 
legislation “encouraging” states to 
|regulate outdoor advertising along 
new interstate highways. His bill, 
|offering extra road funds to states 
| with “satisfactory” outdoor ad zon- 
|ing rules, was bottled in the Senate 
| public roads committee last year, 
but there are signs sufficient votes 
will switch this vear so that the 
issue will reach the Senate, and 
|perhaps the House, for debate. 


Neither the Jus- 
Station Swap tice Department 
Ruling Dispute nor the Federal 

Communica- 
tions Commission is likely to be 
|content to accept the federal court 
|verdict in Philadelphia last week 
dismissing the government’s anti- 
trust attacks on the NBC-Westing- 
house station swap. 

The court figured that once the 
swap cleared the FCC, it was im- 
mune from further challenge. But 
FCC and Justice both argued that 
FCC action did not involve consid- 
eration of anti-trust implications. 

As the court saw it, applicants 
shouldn’t be exposed to double 
jeopardy, once they have FCC ap- 
proval for their plans. But the 
Justice Department daes not relish 
the thought of pleading anti-trust 
problems before the FCC instead 
of the courts. By the same token, 
FCC has no desire to hold up pro- 
cessing of applications while Jus- 
tice Department picks them over 
for possible anti-trust protests. + 
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New York is a cocktail party. New 


York is a church supper. New York is 
5 million families growing, needing, 
wanting, buying. New York is The 


New York Times. New Yorkers live by 


it. It serves them with the most news. 
It sells them with the most advertising. 
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We Need the Money, Stanton Says; Defends 
Nets’ Station Ownership in Barrow Criticism 


WASHINGTON, Jan. 15—The CBS 
affiliates meeting provided a fo- 
rum this week for telecasters to fo- 
cus attention on their opposition to 
pay tv and increased control over 
the industry by the Federal Com- 
munications Commission. 

A call to battle was sounded by 
CBS President Frank Stanton, who 


reiterated that the network would) 


go intu pay tv if it found that pop- 
ular programs were being siphoned 
away from commercial television. 
Turning to the array of controls 
over networks which have been 
proposed in FCC’s Barrow report, 
he warned that interference with 
the ability of networks to base de- 
cisions on sound business reasons 
would throw networks into an un- 
certain profit position and make it 
necessary to cut back investments 
in the quantity and quality of 
program service. 


® On the basis of a report by John 
Hayes, president of the Washing- 
ton Post’s broadcast division, af- 
filiates responded by adopting a 
resolution charging that recom- 
mendations which would result in 
the weakening of affiliates, net- 
works and the affiliate relation- 
ship would be “to the ultimate det- 
riment of the public.” 

In addition to members of FCC, 
at least 78 senators (with wives) 
and an equal proportion of the 
House of Representatives mem- 
bership accepted invitations to be 
guests of home-state telecasters at 
the meeting banquet last evening. 

In addition to the call to arms by 
Mr. Stanton, affiliates got detailed 
discussions of pay tv and Barrow 
report problems from CBS vp 
Richard Salant, and copies of a 
39-page printed booklet, “Free 
Television & the American People,” 
which CBS wants. distributed 
where it will do the most good. 


# In his keynote address, Mr. 
Stanton, who was a member of the 
Gaither committee, stressed the 
importance of networks to the 
public. In response to new demands 
of the world in crisis, he said, the 
network must quicken its pace in 
public service programming. More- 
over, with the uncertain business 
outlook, strong networks are need- 
ed to help market the tremendous 
output of this country’s postwar 
productive facilities. 

In opposing pay tv and tighter 
regulation of networks, he con- 
tended he was not asking for im- 
munity from competition. “At the 
same time,” he argued, “the stake 
of the public—all society— is so 
large that we ask those who con- 
sider these changes to take a 
searching look at what we are do- 
ing and what they are proposing.” 

Much of his argument was based 
on the contention that network 
profits are highly vulnerable. 
Changes in option rules which re- 
sult in the loss of a half hour of 
commercial programming can cost 
the network almost $3,000,000 in 
lost revenue and substitute pro- 
gramming costs, he said. Other 
rules on such subjects as the selec- 
tion of affiliates and the fixing of 
station rates, which would force 
the network to make decisions on 
a basis other than sound business 
principles, would make tv a less 
effective advertising medium, “and 
that means less income, and less 
income means less programming 
service—in quantity and quality,” 
he said. 


s Speaking with what he himself 
termed unusual candor, he said in- 


stability of network profits is in|Irving Green, 
sharp contrast to the comparable | 


stability of station profits. 


ments, or, at worst, it can take the 
network service, thus saving it- 
self the cost of programming.” 

Even in the best years, profits of 
network owned stations come close 
to matching profits from network- 
ing operations, he noted. 


s “Although in 1955 and 1956,” he 
said, “it took about 12 affiliates’ 
total profits to equal the network’s, 
by 1957, according to our rough es- 
timates, the total net profits of as 
few as eight or nine of our largest 
affiliates again exceeded the total 
net profits of the network. 

“The significance of this ele- 
mentary arithmetic in television 
broadcasting is clear,” Mr. Stanton 
said. “As a matter of plain econom- 
ics, chipping away at the current 
structure of television networking 
is bound to affect adversely the 
service which the network can pro- 
vide to its affiliates and to the 
public.” 

The CBS position on pay tv, as 
stated by Messrs. Stanton and Sal- 
ant (and as expounded in the net- 
work’s booklet) is that affiliates 
would be forced, as a matter of 
self protection, to go into pay tv as 
audience is drawn away from com- 
mercial television. “Without a na- 
tionwide aggregate of outlets,” it 
was argued, “there is no network.” 


® In his discussion of the Barrow 
report, Mr. Salant said many of the 
conclusions are based on the as- 
sumption that the greater the 
fractionalization—the smaller and 
weaker the business unit—the bet- 
ter off will the industry and the 
public be. 

Concentrating on proposals to 
weaken option time, he said option 
time is the “means by which we 
can provide network advertisers 
with some reasonable assurance 
they will get what they seek to 
purchase: Simultaneous nation- 
wide circulation.” 

Without option time, he said, a 
handful of stations in key mar- 
kets could make a time period 
unsalable for the entire lineup of 
stations, and by the process of 
checkerboarding different half 
hours, the process of erosion could 
get in throughout the schedule. + 


Search for Conover 
Yacht Goes on, Cut 


to ‘Routine Patrol’ 


New York, Jan. 16—Although 
the search for Harvey Conover, 
president of Conover-Mast Pub- 
lications, and the four other per- 
sons with him aboard his racing 
yawl Revonoc, missing since New 
Year’s day off the Florida coast, 
has not been abandoned, it has 
been reduced to routine patrols. 

B. P. Mast Jr., vp of the com- 
pany, said that while Mr. Conover’s 
family and friends still hope he 
will be heard from, the Army, 
Navy and Coast Guard have re- 
duced their intensive emergency 
air and surface patrols for the 
missing yawl to a routine schedule. 

Missing with Mr. Conover, as 
previously reported (AA, Jan. 13), 
are his wife; his son Lawrence 
and his wife, and William Fluegel- 
man, an executive of N. Fluegel- 
man Co., textile converter. + 


Mercury Record Names 

Henri, Hurst & McDonald 
Mercury Record Corp., Chicago, 

has appointed Henri, Hurst & Mc- 

Donald to handle its advertising. 

president of the 

phonograph record manufacturer, 


|said the company has allocated its 


“When a network sponsor is lost, | largest advertising and promotion 
the station loses only a relatively|appropriation for 1958—$400,000. 
small amount. And it can either |Chernow Co., New York, and Rob- 
sell the time period itself, thusjert Kahn & Associates, Chicago, 
making up the loss of station pay- | formerly handled the account. 


cBS SHOT—Dr. Frank Stanton (left), president of Columbia Broad- 
casting System, is pictured with Vice-President Richard Nixon, guest 
speaker at a meeting of CBS Television affiliates in Washington. 


Long Commitments Asked on Filmed 
Shows May Restore Live TV: Hylan 


(Continued from Page 1) 
that it would make available the 
full period contracted for.” 

In an effort to protect advertis- 
ers, he said, CBS is amending af- 
filiation contracts to include a pro- 
vision agreeing not to delete any 
part of a CBS Television commer- 
cial program, including commer- 
cial messages, credits and network 
identification. 


® In his frank discussion of adver- 
tiser relationships Mr. Hylan de- 
parted from the format of previous 
years, confining himself to general 
appraisals of the growth of the me- 
dium. 

With tv involving heavy com- 
mitments by advertisers for long 
periods on a fairly inflexible basis, 
he said, it is “quite understandable 
that the planning, selection, pur- 
chase and maintenance of a net- 
work television schedule are mat- 
ters which command the attention 
and interest of the highest corpor- 
ate management. 

“Believe me, it is no longer a 
matter of breaking down doors to 
get in to the advertising vice-pres- 
ident or company president—for 
you are welcomed with open arms. 
The problem is in finding the time 
to see all those who are available 
to be seen,” he said. 


s Dramatizing the problem faced 
by the advertiser when he makes 
his decision, Mr. Hylan pointed out 
that a client who decides to spon- 
sor a weekly half-hour program 
can be faced with the decision in 
April or May to set aside $5,000,000 
or more of his budget to cover a 
12-month period which will not 
start until the following Septem- 
ber. 

“Such a commitment is not un- 
dertaken lightly by anyone, and 
certainly not by most American 
business men,” he said. 

Partly because of the uncertain 
business outlook, he found “a def- 
inite and growing reluctance on 
the part of advertisers” to make 
long-term commitments, particu- 
larly for new programs which are 
on film. 

“To some extent we have been 
made the victims, in this respect, 
of the film medium,” he observed. 
“Film requires more time to pre- 
pare and there is practically no op- 
portunity to correct it once the 
negative is in the can. 


® “Add to this the fact that most 
film packagers have been able to 


j|demand and secure minimum firm 


|contracts of 39 to 52 weeks’ dura- 
tion. Be that as it may, a number 
of advertisers have been faced, this 
season, with firm commitments on 
shows which have not lived up to 
expectations, programmatically or 
in ratings. 

“Consequently, I think we can 
anticipate a tendency on the part 
of advertisers and their agencies 
to shorten the length of the initial 
commitment next season—partic- 
ularly on new programs which are 
on film. This could conceivably re- 
sult in a trend to live programs if 
the purveyors of film cannot pro- 
vide greater initial flexibility.” 


® Turning to the network’s side of 
the problem, Mr. Hylan said CBS 
“must also be prepared to exert 
pressure for more notice from the 
advertiser. 

“The system of contract notifi- 
cation, which is an outgrowth of 
radio and is based primarily on 
four cycles of 13 weeks each, is 
archaic, and does not take into con- 
sideration the realities of the eco- 
nomics of television on the one 
hand, or of programming on the 
other,” he argued. 

“At the present time our stand- 
ard facilities contract provides 
only 45 days’ notice prior to the 
date of cancellation. Since our 
notice to the stations must go out 
28 days prior to expiration, the 
network in effect has roughly 13 
working days in which to find a 
prospect (if we use an alternate 
half-hour nighttime as our exam- 
ple) which (1) has $2,500,000 or 
more lying around; (2) wants to 
use it to buy an alternate half hour 
in television; (3) is acceptable to 
the alternate-week advertiser re- 
maining in the program; (4) sells 
products not in conflict with those 
advertised in the preceding or fol- 
lowing time periods; and (5) likes 
the program being offered. 


s “When you are confronted with 
this set of circumstances, it’s eas 
to become envious of the guy who| 
only had to find the needle in the) 
haystack.” 
Mr. Hylan also got in a lick at} 
ratings, complaining that they are 
being used to victimize the medi- 
um they are supposed to serve. 
Conceding that the networks 
must share the blame for taking 
ratings out of “their proper place 
in the scheme of things,” he called 
for more emphasis on tv as a sell- 
ing, advertising and merchandis- 


ing medium for many clients—not 
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Parliament Ad Irks 


Consumers Union 


Mount VERNON, N.Y., Jan. 16— 
Consumers Union today accused 
Philip Morris Inc. of “breach of 
good ethics” for promotion of Par- 
liament cigarets in newspaper ads 
referring readers to the January 
issue of “Consumer Reports.” 

Dexter Masters, CU director, 
said the ads violated a policy of 


Parliament Answers CU 

New York, Jan. 17—Philip Mor- 
ris will run 500-line ads in major 
city papers Sunday replying to 
CU’s protest of its ads calling at- 
tention to the article on Parlia- 
ments. The ad will say, in part: 
“We merely wished to direct the 
public’s attention to the unim- 
peachable and unbiased reports of 
Consumers Union .. . it was not 
our intention to violate their policy 
or to suggest that CU was taking 
any part whatsoever in the promo- 
tion of Parliament cigarets.” 


the organization which has been in 
effect since its founding 22 years 
ago. “It involves at least a breach 
of good ethics,” he said. 

A spokesman for Philip Morris 
in New York said something “def- 
initely” would be done in conjunc- 
tion with the Parliament agency, 
Benton & Bewles, to attempt to 
correct any impressions of an af- 
filiation between the cigarets and 
the magazine. 

Mr. Masters said Philip Morris 
officials had given “the distinct im- 
pression” they would not try to 
“exploit” CU’s impartial tests. 

In a letter to Joseph Cullman, 
Philip Morris president, Mr. Mas- 
ters reiterated CU’s policy and 
accused Philip Morris of “the com- 
pletely unauthorized and unex- 
pected reference in the Jan. 14 
newspaper advertisements.” 


@ The page ads in all seven New 
York City dailies said: “For the 
latest report on filter cigarets see 
Page 24 of the January issue of 
Consumer Reports.” On Page 24 is 
a “Special report on Parliaments” 
in which the product’s “hi-fi” fil- 
ter is credited with “an impressive 
reduction in tar and nicotine con- 
tent of the smoke of this brand.” + 


Silton Bros. Inc., 
Callaway, Boston 
Agencies, Merge 


Boston, Jan. 14—Silton Bros. 
Inc. and Callaway Associates Inc. 
have merged under the name of 
Silton Bros., Callaway Inc. with 
offices at 131 Clarendon St. The 
combined agency is a member of 
the First Advertising Agency 
Group. 

The merger brings into one or- 
ganization the consumer product 
facilities of the 10-year-old Silton 
agency and the industrial market- 
ing and advertising facilities of the 
older Callaway agency. 

Officers of the new agency are 
Jason N. Silton, formerly exec vp 
of Silton, chairman of the board; 
Myron L. Silton, Silton president, 
now president of the new company; 
Morris Susman, Callaway presi- 
dent and treasurer, treasurer; 
Ramon H. Silton, Silton treasurer, 
exec vp; Earle W. Hoffman, Silton 
media vp, senior vp; Norman Col- 
lingwood, Callaway vp and pro- 
duction manager, vp of the indus- 
trial division; and Andre R. Pa- 
quette, Silton vp and art director, 
art vp. # 


Compton Retires from ‘PI’ 


Gove Compton, advertising di- 
rector of Printers’ Ink, will retire 


| March 1 after 34 years with the 


publication. He will serve a select 
group of clients as a media con- 
sultant and free-lance writer on 
advertising, sales and media sub- 


just those who are in the “top ten.” | jects, and PI will be his first client. 
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The case of the disappearing ‘big wheel 


13” wheels—a full inch in diameter smaller than 
those on current production models—is the predic- 
tion for 1961. Predictions, however, like horse races, 
often provoke controversy. Many remain doubtful 
about an imminent switch to 13” wheels because, 
they point out, such a wheel-size reduction would 
involve a number of difficulties including: 


e a completely re-designed brake assembly 
® manual steering difficulties would increase 


e production change-over costs would be very 
high 
@ an 8-year cycle at least is normally needed for 


for wheel and tire manufacturers to amortize 
tooling costs 


Proponents of the 13” wheel are prepared to 
ignore these views because of the design advantages 
and smoother ride. 


So, will your 1961 automobile come standard- 
equipped with 13” wheels or not? To you, a matter 
of minor importance perhaps—but to the automotive 
vendor, the manufacturer, the designer, the engineer, 
the dealer, the service man—a question of vital im- 
portance. Each must know what the other wants, has, 
or needs; whether it be a 13” wheel or a 13-to-1 


compression ratio. To gather, edit and publish this 
vital information is the job of the automobile indus- 
try’s weekly newspaper: AUTOMOTIVE NEWS. 


To deliver this news—while it still is news—to 
44,000 paid subscribers*—takes 14 experienced full- 
time editors and 106 on-the-spot correspondents con- 
stantly in touch with manufacturers, dealers, field 
representatives and service men. 


Little wonder then that through its 33 years of 
publishing, AUTOMOTIVE NEWS has come to be 
regarded by these men as their Newspaper of the 
Industry. Discover yourself the difference in interest 
your own sales story generates among automotive 
men when you place it with their must reading pub- 
lication. 


The most influential publication in the automotive industry. 


* * 


ate 
e » 


- 


s* 4, 
La 
i —\ 
om =) 
—, 


Oo 
feu 


Vel. XXXL, No S601 
744,000 New Cars Now S*- 


679,000 in” 


Stocks Dip but Top Year Ago _ 


Get the complete story on how AUTOMOTIVE 
NEWS has boosted the sale of other auto products 
—and will do the same for yours. Simply ask your 
nearest AUTOMOTIVE NEWS representative to 
call, at your convenience. 


*86% of whom annually renew their subscriptions at the 
regular $8 rate. They are offered no premiums, cut rates, or 
special inducements. 


* * * 


NEW YORK: Edward Kruspak, Ray Billingham, Howard E. 
Bradley, Murray Hill 7-6871 


CHICAGO: J. Goldstein, William H. Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303 
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om Irudbaces ‘Lhy 


There are 43 Clauses, 2 Kringles, and no Secrooges in Chicago 
and suburbs. (See Telephone Directory.) 


Thousands of Santa’s oldest friends and ablest helpers live 
here. (See the Tribune’s 48-year-long list of Good Fellows.) 


It all started back in December, 1909, when the Tribune 
received a letter from one of its readers who reported the 
plight of Chicago’s needy children. The Tribune published 
the letter and the Good Fellow Movement was born. Re- 
sponse was immediate and so great that the Tribune has 
made the activity an annual event. Other cities picked up 
the idea—and now it is national in scope. 


Tribune activities—and Tribune advertising—are effective 
because the Tribune gets close to the heart of Chicago. 


It reaches as many people in Chicago and suburbs as the 
seven top weekly national magazines combined! More than 
6 times as many Chicagoans read the Tribune as turn on 
the average evening TV show. 


That’s why one of Chicago’s department stores was able to 
sell more than $45,000 worth of slip covers in three days as 
a result of a single page Tribune advertisement. Why an- 
other page brought over 5,000 customers to Kroch’s & 
Brentano’s new book store on opening day. Why Brooks 
Brothers, using the Tribune exclusively, has more than 
doubled its business in seven years and twice has enlarged 
its Chicago store. 


Advertisers wanting to make the most of the Chicago market 
bought the equivalent of more than 20,000 pages in the 
Tribune during 1957. Why not make the Tribune part of 
your plans for 1958? 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 
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The Editorial Viewpoint ... 


Ad Week Deserves Support 


Advertising Week will be celebrated Feb. 9-15. 

Advertising Week is jointly sponsored each year by the Advertising 
Federation of America and the Advertising Assn. of the West. Its aim 
is to explain and dramatize to the American public what advertising is 
and what it does for them personally and for the business community 
which serves them. 

This year’s theme is “America is a better America—thanks to ad- 
vertising”—a theme which will not win unanimous approbation, we 
are sure. There is a considerable number of people in the population 
who do not believe that this statement is true, and the number seems 
to be growing, rather than declining. 

There are even some people in advertising who do not believe this 
statement, and are likely to apologize for it as a bit of over-enthusias- 
tic trade puffery. And certainly there are people in advertising who 
will deplore the whole idea of anything like an Advertising Week, as 
being much too crude and too naive and too corny for them to identify 
with. 

The theme sounds a little boastful to us, too. But it happens to be 
the truth, and we suggest that even the most bashful or reluctant ad- 
man not forget this if and when he apologizes for the use of the slogan. 

We would like to go so far, indeed, as to suggest that more advertis- 
ing people than ever ought to cooperate actively in the observance of 
Advertising Week this year; that a reaffirmation of faith in the basic 
importance and usefulness of advertising despite its occasional misuse 
is a good and useful idea; and that advertising needs all the careful 
and intelligent explanation and support it can get these days. 

So don’t sneer at Advertising Week, and don’t let anyone else 
sneer at it. Instead, use the opportunity to spread a little more light 
and a little more insight on the subject of advertising, and to explain 
what it does and how it works in the American economy. 


The Trading Stamp Phenomenon 


The bubbling cauldron of U. S. retailing seems incapable of going 
along for more than a few months without bubbling over. Three or 
four years ago the discount house provided the hottest bubbles; now 
it is trading stamps. 

When trading stamps hit a market, they hit it hard. And in the past 
two or three years, they have upset more retail equilibriums than any 
other single thing. They are currently going stronger than ever. 

Studies of their effect tend to show that they have not generally re- 
sulted in rising prices; that, on the contrary, since the most usual de- 
fense against their use by a competitor is to reduce prices, they have 
tended to hold prices down. If this is true, as Prof. Eugene R. Beem 
of the University of California says, then the costs of the stamps must 
be paid for by lower gross profit margins, by switching the cost of 
stamps from some other type of expenditure for promotional pur- 
poses, or by the non-stamp giving competitor, in terms of lost sales 
to the stamp-giver. 

Whatever the answer may be, it is our considered opinion that trad- 
ing stamps offer only short-term competitive advantages, and that the 
current enormous expansion of stamp-giving will either disappear 
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“He’s not a ‘yes’ man—he’s a ‘yes indeed’ man!” 


gradually over the next few years—or, if it continues, will assume the 
proportion of a normal and expected service, available from all, and 
therefore offering no competitive advantage to any. 

Trading stamps are probably the perfect example of the kind of 
competitive weapon which is purely negative in character. If your 
competitor gives them and you don’t, he may hurt you; but if you and 
your competitor and all other competitors give them, no advantage 
accrues to anyone. 

The reason, of course, is obvious. Trading stamps are among the 
least individual of promotional devices; there is nothing about them 
that can make yours seem inherently more interesting or more cus- 
tomer-attracting than those of some one else. 

“Retailers ordinarily should look for differentiation opportunities 
in their basic merchandising programs before considering stamps,” 
says Prof. Beem. “If they have exhausted the capacity to achieve or 
expand a distinct and widely appealing image of their store in con- 
sumers’ eyes, a problem which many supermarkets faced in the 1950s, 
stamps warrant consideration.” But other “differentiation opportuni- 
ties’ make better long-run sense. 


+ # Bea 
] ‘ 
What They're Saying... 
Our Vital ‘Ad’ Agencies strange foods and cannot resist the 
... The silly cracks at the adver-| instant items and mixes. 
tising agency concept and the lu- Circumstances, plus women, plus 
dicrous slaps at “Madison Ave.”| men have made the food store not 
are as superficial as the once-|exactly a man’s world but one 
heard yapping that wholesalers} where men feel more and more at 
were parasites and had no valid or} home. 
helpful place in distribution. 
Modern business would stagnate 
were it not for the distributional 
load carried by wholesalers. And,| How Parents Can Help 
economic vitality would sag and| I receive suggestions, after a 
market expansion grope along! particularly undesirable program, 
were it not for the highly produc-| for some form of government cen- 
tive achievements of our advertis-| sorship. This is utterly unrealistic, 
ing agencies. not only because it involves the 


If there is any one sure shot} expensive monitoring of thousands 
means of putting a product across of program hours, but because it’s 


this would seem to be it: A good spiritually unhealthy to lean on the 
product, based on sound market-| government for guidance in ele- 
ing data, a well balanced philoso- mentary common sense. The an- 
phy of selling, backed by good ad- | .wor is simple: self-regulation peg- 
vertising, can be counted on to ged on parental supervision. 

build good volume and turn in good How, then, will unwholesome 


—Editorial, 
Conn. 


Register, Torrington, 


eo an editorial in Drug Trade programs go off the air? 

| News, Dec. 16 issue. When parents learn to turn the 
off dial—and here the children 
The Male Influence should know why—the sponsor’s 
_ Last year the nation’s food bill| message will be lost. When the 
was $68 billion, figuring down to sponsor’s message is lost his prod- 
about 25 per cent of the average) yct is in trouble. When his prod- 
| family’s income. And a big part of|uct’s in trouble the show is 
it can be charged to Dad’s shop-| qumped. It’s all quite democratic, 
ping habit. He falls for the food really. And most effective. . . 

| displays that are old hat to Mother. 
He likes to pioneer with new and 


—Paul Molloy, in the Chicago Sun- 
Times. 


Advertising Age, January 20, 1958 


j Rough Proofs 


J. Gordon Dakins told the 
NRDGA that 68% of the depart- 
|ment stores will reduce their news- 
paper linage this year. 

Hey, that’s no way to persuade 
the customers to take the rubber 
bands off their bankrolls. 

The National Retail Dry Goods 
Assn. has become the National Re- 
tail Merchants Assn., following the 
lead of the National Assn. of Radio 
& Television Broadcasters, now the 
| National Assn. of Broadcasters. 

But thus far there has been no 
move to reduce the sonorous syl- 
lables of the Society for the Pres- 
ervation & Encouragement of Bar- 
ber Shop Quartet Singing in Amer- 
ica Inc. 


° 

Pace is the latest P&G entry in 
the home permanent derby, which 
is now so overcrowded that the 
manufacturers are in serious dan- 
ger of running out of brand names. 

. 

Some magazines devoted to brid- 
al business didn’t enjoy that Post 
| story of the thousands of girls who 
\sent their grandmothers’ wedding 
dresses to the cleaner’s, instead of 
buying new ones from the special- 
ists in wedding bells and acces- 
sories. 


o 

“The savage, relentless fury of 
the atom,” says Metal Progress, “is 
being pacified, calmed, domesti- 
cated and directed to the benefit 
of mankind.” 

Do the Russians know about this? 

. 

Dorothy Noyes says pharmaceu- 
tical ads in medical journals con- 
tinue the doctor’s education. 

At least they make him hep to 
what his patients who read the 
miracle drug stories in the general 
media are going to be asking him 
about. 

* 

If publishers are going to rush to 
the FTC with complaints about the 
claims of their competition, it’s 
going to take a lot of the good, 
clean fun out of the business. 

. 

Now French’s instant mashed 
potatoes are being given a ride on 
tv by the Atlanta Sales Corp., 
which probably doesn’t include the 
time required to apply the gravy 
in that “instant” promise. 

. 

Only ten agencies out of the 
nearly 3,000 doing business in this 
great country have admitted that 
they would be willing to handle 
Buick’s account of over $22,000,000 
a year. 

+. 

More and more classified adver- 
tisers are now signing their names 
to copy describing job openings, 
thus assuring themselves consid- 
erable extra mileage through word 
of mouth promotion. 

a= 

“Engineering degree helpful,” 
says an agency looking for a cre- 
ative industrial advertising man. 

Maybe it would settle for a lad 
who knows how to use logarithms 
and what a slide-rule looks like. 

. 

Foreign car makers are increas- 
ing both their sales and advertising 
in the U. S. this year. 

They must be letting the custom- 
jers in on the secret of their retail 
‘selling prices. 
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IN DELAWARE VALLEY, U.S.A. > 


What’s new about 1,457,000 families ? 


PLENTY HAS HAPPENED in Delaware Valley, U.S.A., since the last 
U.S. Census eight years ago. 


A new market study made for The Inquirer by Alderson & Sessions 
shows that 57% of Delaware Valley's 1,457,000 families now live in 
the suburbs. Population has jumped 21% since 1950. This study also 
shows what cars they drive, where they buy, how much they spend 
... plus many more vital facts. 


You'll get a clearer picture of The Inquirer's big edge in this vast market 
when you read “The Families of the Delaware Valley.” Example: 44% . 
of the area's total families have incomes of $5,000 or more. But 51% 
of Daily Inquirer families are in this higher income group! Write or 
phone for your copy of this 108-page report, today! 


The Philadelphia Mnguirer 


Now in its 25th consecutive year of total advertising leadership 


‘ Wake wes 


NEW YORK CHICAGO DETROIT 


ROBERT T. DEVLIN, JR. 


342 Madison Ave. 
Murray Hill 2-5838 


EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


RICHARD I. KRUG 
Penobscot Bidg. 
Woodward 5-7260 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


neues ieee aueie TE 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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83 top creative awards during 1957. That’ for everything 
from trade ads to posters to TV commercials. Of course, awards 


pros who judge our work, we seem to look fairly t t. 
So, to all the artists, photographers, letterers, printers, 
— ——— producers, directors, actors ¢ 


AWARDS WON BY McCANN-ERICKSON, 1957 


American institute of Graphic Arts/5 selections in “50 Best Ads of the Year”’ 
American Rayon Institute, Inc. 
The Coca-Cola Company 
Columbia Records 
Esso Standard Oil Company 
American Institute of Graphic Arts/Certificate of Excellence 
Westinghouse Electric Corp. 
Printing Trades Exhibit/Award of Special Merit 
Westinghouse Electric Corp. 
Cleveland Advertising Club/Performance Award 
Tie Ohio Bell Telephone Co 
Cleveland Advertising Club/2 Performance Awards 
The Standard Vil Co. (Ohio 
1957 Editor and Publisher ROP Color Awards/1st Prize—Full Color (newspaper) 
Anderson, Clayton & Co. 
1957 Editor and Publisher ROP Color Awards/Two-Color Award 
The Carter Oil Company 
Art Directors Club of Chicago/3 Awards (posters) 
The Standard Oil Co. (Ohio 
Art Directors Club of Chicago/1st Prize (TV commercial) 
The Standard Oil Co. (Ohio 
Art Directors Club of Chicago/Merit Award 
"he Commission for Green Olive Advertising 
International Association of Cooperatives/1st Prize (brochures) 
Diamond Walnut Growers, Ine. 
Mead Papers, iInc./‘‘A top award” in national competition (4-color, magazines) 
Diamond Walnut Growers, Inc. . 
National 1957 Direct Mail Advertising Association Annual Contest/2 Awards, Direct 
Mail Programs for Automotive Industry 
Chrysler Corporation (Chrysler Division) 
Best Direct Mail Campaigns of 1957/2 Selections 
Esso Standard Oil Company 
Chrysler Corporation (Chrysler Division) 
Art Directors Club of Detroit/3 Silver Medals 
Chrysler Corporation (Chrysler Division) 
Art Directors Ciub of Detroit/2 Silver Medals 
Chrysler Corporation (Chrysler Division 
Financial World/Best ‘‘Annual Report Ad” for industrial manufacturing companies 
Temco Aircraft Corp. 
Financial World/Bronze “Oscar of Industry” for Annual Report 
Corn Products Sales Co. 
Metronome Year Book/‘‘Creation of musical worth of a jazz nature” 
National Biscuit Co. 
Negro Market Poster Display Contest/Brandford Award for best Point-of-Sale Poster 
The Coca-Cola Company 
Western Advertising Art Awards/TV Award of Excellence 
Standard Oil Co. (New Jersey 
Western Advertising Art Awards/TV Award of Merit 
Standard Oil Co. (New Jersey 
Sponsor Magazine/Selection among top ten TV commercials of 1956 
Liggett & Myers Tobacco Co. (Chesterfield Cigarettes) 
Advertising Age/Selection among best TV commercials of 1956 
Liggett & Myers Tobacco Co. (Chesterfield Cigarettes) 
Exhibition of Printing by N.Y. Employing Printers Association /Award of Special Merit 
Enjay Company, Ine. 
Tide Magazine/Selection in “Best Advertising of 1956" (magazines) 
Chrysler Corporation 
Advertising Age Panei of Advertising Women/Selection among ‘Outstanding 
Advertising companies of 1956"' (magazines) 
Chrysler Corporation (Chrysler Division) 
Lithographers’ National Association Annual Awards Competition/Certificate of 
Award for Calendar 
Esso Standard Oil Company 
National L wy sey of Outdoor Advertising Art/First Award in Soft Drink Classification 
The Coca-Cola Company 
National Exhibition of Outdoor Advertising Art/Second and Third Awards in 
Gasolines and Oils Classification 
The Standard Oil Co. (Ohio) 
Natl. Exhibition Outdoor Advertising Art 2nd Awardin Auto Accessories Classification 
Atlas Supply Co. 
National Exhibition of Outdoor Advertising Art/First Award in Beers Classification 
Stegmaier Brewing Co. 
National Exhibition of Outdoor Advertising Art/6 Additional Selections in ‘100 
Bast Posters of 1956" 
Atlas Supply Co. 
The Coca-Cola Company 
Esso Standard Oil Company 
The Standard Oil Co. (Ohio 
West Coast Exhibition of Advertising & Editorial Art (Los Angeles)/Award of 
Distinctive Merit for TV Commercials 
Standard Oil Co. (New Jersey 
Society of Typographic Arts 30th Annual Design in Printing Exhibition /Selection as 
one of ‘Outstanding advertisements in Chicago area’ (magazine) 
The Commission for Green Olire Advertising 
Associated Business Publications Annual Awards/lst Award ‘‘for advertising 
introducing new products or new packing" 
estinghouse Electric Corp. 
Associated Business Publications Annual Awards/Award of Merit ‘‘for advertising 
to merchandise consumer advertising to the trade’’ 
Donahue Sales Corp. 
Associated Business Publications Annual Awards/First Award ‘‘for advertising to 
sell services, equipment and products not for resale"’ 
Gilbert & Barker Miq. Co. 
Associated Business Publications Annual Awards/Award of Merit ‘‘for advertising 
to sell ty equipment, and products not for resale"’ 
ation, ve. 
Saturday Review Annual Awards/Award for ‘‘distinguished advertising in the 
public interest"’ (magazines) 
ohn Hancock Mutual Life Insurance Co. 
Saturday Review Annual Awards/Award for ‘‘distinguished advertising in the 
public interest"’ (magazines) 
Esso Research and Engineering Co. 
Saturday Review Annual Awards/Award for ‘‘distinguished advertising in the 
public interest’ (magazines) 
Owens-Corning Fiberglas Corp. 
Saturday Review Annual Awards/Award to “Disneyland” as a top TV prograra 
which “in both content and execution” serves the public interest 
Derby Foods, Inc. 
Greater Philadelphia Fuel Conference/Public Service Award for safety campaign 
Esso Standard Oil Company 
National Safety Council/Alfred P. Sloan Award for promoting highway safety 
Esso Standard Oil Company 
Dallas Press Club/1st Prize for print ad 
The Statler Hilton Hotel, Dallas 
San Francisco Art Directors Ninth Annual Exhibition/Award of Excellence for 
TV commercial series 
Standard Oil Co. (New Jersey) 
1957 Advertising Association of the West Crafts Competition/Honorable Mention 
for magazine advertising 
California Packing Corp. 
1957 comer | Contest of Public Utilities Advertising Association/5 Awards 
he Cleveland Electric Iiuminating Co. 
Art Directors Club of Cleveland/5 First Awards, 8 Merit Awards 
Anchor-Hocking Glass Corp. 
The Cleveland Electric Illuminating Co. 
Lyon Tailoring Co. 
The Mead Corporation 
The Ohio Bell Telephone Co. 
The Standard Oil Co. (Ohio) 
ped ae for Home Builders Contest, The Producers’ Council, Inc./Certificate 
of Meri 
Westinghouse Electric Corp, 
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Spot Radio Spending 
Concentrated in Top 
20 Markets in ‘56 


New York, Jan. 14—Spot radio 
advertisers are concentrating their 
heaviest fire on the leading mar- | 


kets. 


latest available FCC reported pe- 
riod—was spent in the top ten 
markets. More than half went to 
the top 20 markets in terms of re- 
tail sales. 


ing was noted by H-R Representa- 
tives following an analysis of the 


|nances. 


Nearly 40% of the total spot ra- 


dio expenditures for 


1956—the s Spot billings in the top ten mar- 


SIMPSON-REILLY, LTD. 
Publishers Representatives : 


*emee 1926 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


kets, H-R reported, went from 
$46,666,228 (or 38.8% of the total) 
|in 1954 to $49,760,632 (or 41.3% of 
the total) in 1955 to $58,024,559 (or 
39.9% of the total) in 1956. 

| Billings in the top 20 markets 
went from $61,545,198 (or 51.2% 
of the total) in 1954 to $64,102,726 
| (or 53.2% of the total) in 1955 to 
| $75,065,654 (or 51.6% of the total) 


latest FCC report on broadcast fi- | 


in 1956. 

Total selective radio expendi- 
tures for 1956: $145,461,000—an in- 
crease of 20.8% over the figure for | 
the previous year. + 


This concentration of spot spend- 


Reynolds Sets Drive in 
Supermarkets for Awnings 
Reynolds Aluminum Co. 
launch a promotion in supermar- 
|kets to push aluminum awnings. | 


Sindlinger Signs ‘Chicago 
News’ for New Package 

The Chicago Daily News has be- 
come the first domestic daily 
newspaper to sign with Sindlinger 
& Co., Ridley Park, Pa., for its 
newspaper data package. The 
Daily News will 


Chicago market for all newspaper 
activity findings. 


The promotion will include dis-| . 


|plays featuring aluminum awnings 
in 50 major market areas from 
March through May. It is planned 
to give away several aluminum 
door awnings in each area. 

Ads will be taken in the business 
press. In addition, cooperative 
newspaper campaigns to aid dis- 


tributors are planned. Buchanan & | 
|Co., New York, is the agency. | 


‘Packaging Parade’ 
Changes Page Size 
Haywood Publishing Co., Chica- 


go, has announced changes in page | 


size for Packaging Parade from 
10% x 13%” to the standard indus- 
trial size of 8% x 11%”. The 
change, first in 25 years, is effec- 
tive with the January issue. 


MONTHLY TV REPORTS: 3 
ON EACH MARKET! —=== 


for data on 


| 


THE NIELSEN STATION INDEX 
NOW PROVIDES 


MONTHLY 
TV REPORT 


See COMPLETE TV Report 


© Cumulative audiences — 


Nielsen Station Index 


MARKET DATA’ 


TOTAL HOMES 


2,101,200 


Tv nomes 
1,872,900 


*SOURCE — Nielsen Estimate Novernber, 1957 


Copyrgh by 
om - — — 


= 


For each quarter hour, 6 A.M. to midnight, you can now have— 


Per-Broadcast Station Totals 
to reflect the full reach of each station 


Per-Broadcast Metro-Area Ratings 
to measure “inner area” campaigns 


moony 1957 


Oe, REOEE ET 


These station time-period facts are now reported separately for each measured 
month. You get important facts faster . .. and more frequently . . . in the new... 


NSI 


MONTHLY TV REPORTS 


For the full eight-week seasonal averages which you also need, NSI provides 
bi-monthly Complete TV Reports. These give you the four-week 
cumulative audiences . . . number of times reached . . . viewers per set . . . 

Audience Composition . . . and complete station and time-period appraisals. 


Nielsen Station Index 


a service of A. C. Nielsen Company 


2101 Howard Street, Chicago 45, Illinois «+ HOllycourt 5-4400 


CALL ...WIRE... 


CHICAGO 


OR WRITE TODAY 


FOR ALL THE FACTS 


1, ILLINOIS 


360 N. Michigan Ave., FRanklin 2-3810 


NEW YORK 36, NEW YORK 


500 Fifth Ave., PEnnsyivania 6-2850 


MENLO PARK, CALIFORNIA 
79 Willow Road, DAvenport 5-0021 


; have exclusive} 
will |right to all Sindlinger data in the| 


| 


W. H. REID has been named president 
of Spitzer & Mills Ltd., Toronto. 
Formerly managing director and 
secretary-treasurer of the agency, 
Mr. Reid succeeds G. F. Mills, who 
becomes board chairman. J. W. 


Spitzer has been named vice- 
chairman of the board. 


AFA Offers Aid in 
Cities in Which Ad 
Taxes Are Proposed 


New York, Jan. 14—An Adver- 
tising Federation of America offi- 
cial has attacked proposed munici- 
|pal taxes against advertising as 
basically unsound and offered aid 
in cities where such taxes are pro- 
posed. 

C. James Proud, AFA president 
and general manager, said such 
revenue becomes another so-called 
hidden tax to be passed on to the 
consumer. He also told the Inde- 
pendent Retailers Syndicate: 

“The constitutional safeguards 
which have protected media and 
advertising’s free press status are 
vitally important, but the public is 
equally concerned that lawmakers 
shall not deal a crippling body 
blow to the U. S. economy by plac- 
ing a tax on the stimulant which 
sells half of all American goods and 
services.” 

Mr. Proud stressed that the AFA, 
which claims 30,000 members, op- 
poses ad taxes on the grounds that 
ithey would (1) make inroads on 
broad base taxes, (2) cut sales and 
profits and (3) in the end create 
unemployment in smaller indus- 
tries. 


® He said the AFA would “contin- 
ue to fight the proposed advertis- 
ing tax with all legal weapons and 
| would help provide local commu- 
‘nities throughout the nation with 
jan organization plan to meet the 
attack.” # 


Press Institute Elects; 
Sets Confab in Washington 

Paul Block Jr., Toledo Blade, 
j|has been named chairman of the 
American committee of the Inter- 
national Press Institute. Other offi- 
cers are Barry Bingham, Louisville 
Courier-Journal, vice-chairman, 
and G. Prescott Low, Quincy 
Patriot-Ledger, secretary. James 
Kerney Jr., Trenton Times, imme- 
|diate past chairman, was named 
honorary chairman. 

The 1958 assembly of the IPI, 
which was organized five years 
ago and now has a _ worldwide 
|membership of nearly 1,000 edi- 
|tors and publishers, will be held 
in Washington April 15, 16 and 17, 
the first IPI annual meeting to be 
held outside of Europe. 


Burnett Adds 2, Boosts 2 

Bob Wickersham and Chet 
Glassley, former heads of Holly- 
wood production companies, have 
been added to the television de- 
partment of Leo Burnett Co., Chi- 
cago. Mr. Wickersham, who will be 
a tv copy supervisor, comes from 
|TV Spots Inc. Mr. Glassley, who 
will work on tv production in Bur- 
nett’s Hollywood office, formerly 
was president of Five Star Produc- 
tions Inc. The agency also named 
Don Tennant and Jack Hirsch- 
boeck, tv copy supervisors, vps. 
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That’s a problem being solved by designers 
and engineers today. Whether the problem 
is getting a rocket into the air or pushing 
up the sales curve of a lagging appliance 
or automobile, today’s engineers are 
already working on tomorrow’s problems. 


Thousands of these engineers find help in 
solving their problems by reading 
MACHINE DESIGN. And more advertisers 
are turning to MACHINE DESIGN than any 
other design book because the problems 
of these engineer-readers mean 
advertising action. 


Concentrate your advertising dollars where 
they will bring the most results —where you 
know your sales message gets read and 

gets action! —in MACHINE DESIGN. 


. how toget 
off the ground 


tomorrow > 


Inquiries . . . average number of inquiries 
per advertisement is now 40°, greater than 
a year ago, more than triple the average 
per advertisement two years ago. 


Readership . . . advertising is averaging up 
to 55°), better readership today than two 
years ago, as measured by Starch and 

Ad Gage readership research. 


Wherever new products are being developed, 
you'll find men reading MACHINE DESIGN. 
It’s your best design-field advertising buy 
in 1958 for both readership and inquiries. 


peo 


a| Penton publication 
Penton Building /Cleveland 13, Ohio 
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Fox Deluxe Names Scott 
Fox Deluxe Foods Inc., Chicago, 


IBM Promotes Joseph Carty 


International Business Machines 


has appointed R. Jack Scott Inc.,|Corp., New York, has promoted Jo- 
seph T. Carty to manager ot cor- 


Chicago, to handle its advertising. 
The previous agency was C. Wen- 
del Muench & Co., which has 
merged with Henri, Hurst & Mc- 
Donald (AA, Nov. 11, °57). 


CRITICAL READERS 
LISTENERS, VIEWERS 


up claims thet your ogency, 
clients or personnel have committed 
LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
PLAGIARISM. 


porate 


promotion programs. Mr. 


Carty will be responsible for the 


development 


and coordination of 


corporate programs involving IBM 


participation in 
institutional advertising and other 
projects of a company-wide pro- 
motional! 
advertising 
|manager of 


special exhibits, 


nature. Mr. 
and sales 
electric 


Carty was 
promotion 
typewriters 


‘land later electric typewriter sales 


BEFORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 

against these hazards. 


175 Ww. 


Jackson 


New York, 
107 william 


|}manager in the Chicago downtown 
office of the company. 


Brownell, Lesly Merge 


Frederick G. Brownell Public 


| Relations, Detroit, has been merged 

with Philip Lesly Co. and will be 
operated as the Detroit division of 
Lesly, which headquarters in Chi- 
cago. This brings to four the num- 
ber of Lesly offices. 


Ls. a 


BE ly 


DER cs anu iwwesrsany sate 


7 
ANNIVERSARY SALE—Kroehler Mfg. Co. is commemorating its 65th an- 
niversary this year with a $1,000,000 three-month drive (AA, Dec. 


9) featuring this four-color spread beginning March 3 in Life. Henri, 
Hurst & McDonald is the agency. 
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e Average Share of Audience 


e Average Rating 


e At radio prices! 


It happened in San Francisco... December 22, 1957, when nearly one out of each four Bay Area 
homes was tuned to KSFO for the pro-football game between the 49ers and the Detroit Lions! 


It can happen again... when KSFO broadcasts the Major League Baseball games played by the 
San Francisco Giants. For proof, check the 1957 Nielsen and Pulse radio ratings of the Mil- 
waukee Braves. You'll find the Braves consistently drew 50 to 80% of the tuned-in audience! 


This tremendous audience can be yours in sports-minded San Francisco — and throughout North- 
ern California*—for the full seven months of the regular and exhibition season. 


Only a one-quarter sponsorship of these exclusive baseball broadcasts remains unsold. Call collect 
or wire KSFO or AM Radio Sales Company in New York, Chicago or Los Angeles, now! 


*The games played by the San Francisco Giants will not be broadcast 
by commercial television. KSFO and the other stations of the Golden 


West Radio Network have exclusive radio rights to the Giants’ games 
throughout Northern California, Each sponsorship includes this full 


Northern California coverage. 


KS FO SAN FRANCISCO 
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Edwin Fletcher, 38, 
Research Director 
of KM&4], Dies 


CHICAGO, Jan. 14—Edwin L 
Fletcher, 38, director of re- 
search for Keyes, Madden & 
Jones, died Jan. 9 in Hinsdale 
Sanitarium & Hospital after a 
| brief cerebral illness. 

Mr. Fletcher formerly was 

| with the Buchen Co., McCann- 
Erickson and Market Research 
| Corp. of America before joining 
Russel M. Seeds Co., forerun- 
jner of the Keyes, Madden 
| agency, in 1956. 

He was an alumnus of North- 
western University, the Univer- 
sity of Illinois, Chicago-Kent 

| College of Law and the Uni- 
|versity of Chicago Graduate 
| School. 


|GROVER W. BOYD 

New York, Jan. 14—Grover 
| W. Boyd, 73, former newspaper 
publishers’ representative, died 
Jan. 8 at his home in Bronx- 
ville, N. Y., after a long illness. 

Mr. Boyd, a_ graduate of 
Duquesne University, was edi- 
tor and publisher of the Herald- 
Examiner, Donora, Pa., in the 
1920s. He came here in 1930 to 
join Fred Kimball Inc., news- 
paper publishers’ representative. 
In 1934, he joined Hamilton 
Delisser Inc. and the following 
year was named president of 
| Delisser, Boyd Inc. 

He resigned in 1941 to organ- 
ize his own company, Grover 
Boyd Inc. He retired from 
active business several years 
ago, but at his death Mr. Boyd 


was controller of Columbia 
Motors, importer of foreign 
automobiles. 

PHIL S. HANNA 


HINSDALE, ILL., Jan. 14—Phil 
S. Hanna, 70, retired Chicago 
Daily News financial columnist, 
died Saturday in his home here 
He had retired in 1955 but had 
continued to write an occasional 
column for the newspaper. 

Mr. Hanna began his news- 
paper career in 1913 as a finan- 
cial department assistant of the 
Chicago Tribune. Later he be- 
came editor of the old Chicago 
Journal of Commerce and for a 
number of years was Detroit 
manager of the Wall Street 
Journal, 

In 1941 he joined the Chicago 
Sun, where he was business ed- 
itor until moving to the Daily 
News in 1944. 


ROBERT DUNN 


New YorK, Jan. 14—Robert 
Dunn, 35, director of merchan- 
dising of Erwin Wasey, Ruth- 
rauff & Ryan, died Jan. 9, 
following a heart attack at 
Passaic General Hospital. Be- 
fore joining Erwin, Wasey & Co 
in 1956 as merchandising direc- 
tor, Mr. Dunn had held a simi- 
lar position with C. L. Miller 
Co. Previously he had been a 
unit manager with Procter & 
Gamble and before that had 
been associated with Corn Prod- 
ucts Refining Co. and Curtiss 
Candy Co. 


Mary Byrne Tenney Dies 
Mary Byrne Tenney, wife of 
| George C. Tenney, vp and direc- 
|tor of McGraw-Hill Publishing 
Co. and president of McGraw- 
Hill Publishing Co. of Califor- 
nia, died Jan. 9 of a cerebral 
thrombosis in San Francisco. 


Dykstra Joins Wesley 

| Edward Dykstra, formerly vp 
‘of Gerald, John & Associates, 
has been named by Wesley As- 
sociates, New York, “to head a 
|program for further develop- 
{ment of industrial business.” 
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’ + 
Adams’ Reflections 
About Advertising 
Published in Book 

New York, Jan. 14—James R. 
Adams distinguished himself in 
more than 30 years of advertis- 
ing before his death late in 1956. 
At the time he was chairman 
of the agency he had helped co- 
found in 1934, MacManus, John 
& Adams. During his career he 
wrote many ads which are still 
famous today. 

Mr. Adams, a creative man 
at heart, also took to putting 
down his thoughts and reflec- 
tions on his profession, and 
many of these have been col- 
lected and published by Harper 
& Bros. in a new book, “Sparks 
Off My Anvil—From 30 Years 
in Advertising.” 


= These short paragraphs, 
many of them aphoristic, hold 
much food for thought for any 
earnest advertising man. And 
this indeed was what Mr. Ad- 
ams had in mind, noting in the 
final paragraph: 

“This book has grown out of 
almost a third of a century of 
continuous participation in the 
conduct of major advertising 
operations. Where facts are in- 
volved, it is an honest book. I 
hope that it proves at least a 
small stimulus to constructive 
thinking about advertising, and | 
that it holds a grain or two of | 
information and inspiration for 
those who are in the advertising 
business. I hope that it has been 
pleasant to read.” 

As Mr. Adams’ son, Charles | 
F. Adams, notes in the introduc- | 
tion, the items in the book may 
be read singly, in page continui- | 
ty, or merely browsed, as the | 
reader pleases. 


® Here, as a kind of appetizer, 
are a few of the shorter items: 


e “To succeed in advertising 
you have to have in you a bit | 
of the evangelist, a touch of the | 
trial lawyer, a little greed for | 
money, the ability to play emo- 
tional poker, a small lust for 
position and a good chunk of 
creative ability. Some successful 
creative advertising men may 
deny this; but they have all 
these things in common—and 
many more. They’re a breed of 
cats, so to speak.” 


e “If you can be happy doing 
any other kind of work, the 
chances are you don’t belong in 
creative advertising.” 


e “I believe in the exclamation 
point in advertising. If a great 
deal of what you write doesn’t 
look good in front of a slam, 
there’s something wrong with 
" 


e “Some advertising will al- 
ways prove more productive 
than other advertising; how- 
ever, there is no longer any 
need for an organization to do 
bad advertising. There is enough 
know-how in the advertising 
business, and there are suffi- 
cient tested yardsticks, to enable 
any advertiser to get a certain 
response from his advertising 
dollar-—if he uses the knowledge 
that is available to him.” 

Mr. Adams’ comments are 
categorized in sections titled 
“Advertising Strategy,” “The 
Creative Mind,” “Buying Mo- 
tives,” “Copywriting,” “Adver- 
tising Art,” “Media,” “Advertis- 
ing and Business,” and “Obser- 
vations.” The book is priced at 
$3. + 


Copeland Names Bennett 
Copeland Displays, New York, 
has named Victor A. Bennett 
Co., New York, to handle ad- 
vertising. Zlowe Co. is the most 


Lenox Branches into Plastics |sittnsy under the name of Lenox |Calapai Joins B. D. Adams 


With Branchell Purchase 

Lenox Inc., Trenton, china man- 
ufacturer, has entered the $70,- 
000,000 plastic dinnerware field 
with the purchase of Branchell Co., 
St. Louis, maker of plastic dinner- | Stanley Boosts Elzerman | York, in the same capacity. 
ware since 1946. The purchase| A. W. Elzerman has been pro- 
price was in excess of $2,000,000,| moted to general sales manager of Westbrook Named VP 
The combined sales volume of the|Stanley Home Products Inc.,;| Rutledge & Lilienfeld has ap- 
expanded company will be ap-| Westfield, Mass. Formerly pro-|pointed Frank J. Westbrook vp 
proximately $14,000,000, according | motional sales manager, Mr. El-|and creative director of its Chi- 
to Lenox. |zerman will work with Foster E. | cago office. For the past year Mr. 


Plastics Inc. Its agency will con-| Santo Calapai, formerly an art 
bogs to be Krupnick & Associates, | director with Franklin Bruck Ad-| 
|St. Louis. D’Arcy Advertising Co., | vertising, Bryan Houston Inc. and 
|New York, handles Lenox china. |Al Paul Lefton Co., has joined 

|Burke Dowling Adams Inc., New| 


ADVERTISING AGENCIES 
PUBLISHERS 
PRODUCTION MANAGERS 
We have recently installed special- 
ized, high-speed, totally automatic 
equipment for saddle wire binding. 
We have additional capacity to pro- 
duce one million units per week, 
economically. If this situation is of 
interest, kindly address inquiries to: 

The F. M. Charlton Co., Inc. 

345 Hudson Street 

New York 14, N. Y. 
Attention: Office of the President 


Branchell becomes a Lenox sub- | Goodrich, vp in charge of sales. | Westbrook has been art director. 


3 What single 
compact market / 
, buys MORE than 
\ the entire state of 
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It's The Cleveland } 


Piain Dealer Market 
ce 


You can sell it everyday in 


The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
’ COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
Here’s how the a ae 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Cleveland Ma rket Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
sells 4' Automotive 382,082 390,920 773,002 
Gas Stations 420,031 157,081 277,112 
b i | i ion d ol { Furniture, Household Appliances 124.695 102,572 227,267 
ars (Source, Sales Management Survey of Buying Power, May 10, 1957) 


*Akron, Canton and Youngstown's Counties are not included in above Sales. re 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 


recent agency of record, 
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HEARST Giv YOU THE KE 


His world afloat 


Put a man at the helm of his boat, and you make 
him king of his own particular kingdom. He may 
be a doctor, clerk, or business man in working 
hours. But here afloat, he is monarch of all he 
surveys. 


How do you get to that man—and his family? 
Through a mass-medium of general informa- 
tion? Through a message broadcast to as many 
people as can possibly be reached? 


There is a better way to reach him—through a 
magazine dedicated to his personal interest, 
speaking his language, and edited, not from be- 
hind a desk but from the helm of a cruiser, run- 
about or sailboat. 


Editorial insight turns the key 


Right now, American families are taking to the 
water—by the hundreds, thousands, millions. 
And Hearst editors are there before them— 
writing, absorbing, and observing—and charting 
for readers a magazine that reflects their own 
experience on the water. 


But Motor Boating is only one of the Hearst Key 


PARAOISE VALLEY 


TOWN & COUNTRY 


magazines. We call them key magazines because 
each is keyed to the particular interests of a 
widespread group of interested Americans. 


Each of these Hearst key magazines is dedicated 
to those interests — whether they are fashion, 
home-making, sports, society or hobbies. And 
as a result each fits its audience as a key fits its 
lock. Each is edited with an insight that unlocks 
the door to reader interests and response. 


Key men — Key markets 


Hearst representatives are key men in the pub- 
lication field— because they speak for particular 
groups of people, with an understanding of their 
needs and interests. 


As counselors on every phase of selling, they 
talk of markets in terms of people—and inten- 
sity of interest as the key to circulation. 


So that Hearst advertising is keyed advertising 
—keyed to the special interests of individual 
people. If you want to be “at home” with these 
people, let Hearst editorial insight be the key 
that lets you in. 


welome 


. 
my 


| American ee 


* 


- > 
a Wass p 


HEARST 


10 keys to the special 
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Traveling by Jet 


Fashion 


ona New Plane 


MAGAZINES 


interests of 10 groups of people 
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—37% of the heads of ELKS Magazine 


$ 5 5 6 3 ' A good reason for this high income figure 


households are officials and proprietors of 
iS the business. In this classification of the 
Starch 52nd Consumer Magazine Report, 


median income ; the ELKS is far ahead of other 


< magazines surveyed. 


j 20 4 7 Furthermore, the Starch Report proves that 
of ’ ’ Elks are a top market for every type of 


product and service of American industry. 


Advertisers can effectively reach this 
market of 1,204,117 Elks through 
THE ELKS MAGAZINE. 


MAGAZINE 


New York Los Angeles 
Portland, Ore. Chicago 


WASHINGTON 
STATE 


TACOMA MARKET 


A 


Washington’s 2nd Market 


High Court to Review Dam Case 
=: THE TACOMA++NEWS TRIBUNE tr, 
Dark Comlite 


Walkout Set iS. roase 


In (otham | Seeeas - 


Covered ONLY by 
Washington’s No. 2 Newspaper 


Of the 26 daily newspapers in expanding Washington State, 
only one exceeds the Tacoma News Tribune in total linage. 
No outside newspaper .. . only the Tacoma News Tribune 
. . . has merchandisable coverage in the important Tacoma 
Market. So we say, “to thoroughly sell the rich Puget Sound 
area, advertise in the Tacoma News Tribune in addition to 
a Seattle newspaper.” 


TACOMA NEWS TRIBUNE 


Tacoma, Washington 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 


NEW YORK ¢ CHICAGO ¢ PHILADELPHIA ¢ DETROIT ¢ ATLANTA 
LOS ANGELES ¢ SAN FRANCISCO ¢ SEATTLE 


Advertising Age, January 20, 1958 


Getting Personal 


To announce the arrival of a new baby, and the fourth girl, 
Nat Kolker, owner of the Philadelphia agency bearing his name, 
and Mrs. Kolker sent out a mimeographed announcement to the 
effect that they were “producers of Les Girls.” The new baby, born 
at the Albert Einstein Medical Center, is Lisa Audrey Kolker... 

James M. Sweeney of the advertising department of the National 
Malleable & Steel Castings Co., Cleveland, is the 1958 president of 
the city’s St. Xavier University (Cincinnati) alumni group... 

Arthur S. Bostwick of the Fuller & Smith & Ross public relations 
department in Cleveland recently gave the lowdown on higher edu- 
cation costs to West Virginia college presidents. Mr. Bostwick helps 
Ohio colleges with fund-raising publicity... 


HONEYMOONERS—Walt Mercer, Young & Rubicam merchandising exec 

(right), and his bride chat with Igor O. Pantuhoff, Russian artist, 

on the pool terrace of the Caribe Hilton in Puerto Rica. The Mercers’ 
trip included most of the Caribbean area. 


David R. Eldridge, vp of Eldridge Inc., Trenton, N. J., has been 
elected chairman of the sales and advertising division of the Greater 
Trenton Chamber of Commerce for a two-year term... 

John C. Rome, account exec with the Mutual Broadcasting System, 
has won the network’s 1957 year-ending sales incentive project... 

Lindell Christell of KMTV’s national sales department has been 
elected secretary-treasurer of the Grocery Manufacturers Represent- 
atives of Omaha... 

National Retail Dry Goods Assn. honored Herbert Greenwald, vp 
and exec art director of Amos Parrish & Co.; Andrew Ragona, direc- 
tor of advertising production and publication of the New York 
Times; and Morris Rosenblum, creative advertising manager of 
Macy’s, New York, at its 47th annual convention Jan. 6-9, The 
awards are in appreciation of the men’s work in creating the film, 
“How to Prepare Better Newspaper Advertising.” .. 


BEST OF SHOW—Walter Grotz (left), art director at Marschalk & Pratt 

and president of the New York Art Directors Club, presents the 

“Best of Show” award to Andrew K. Nelson, art director of Hazard 

Advertising, for his oil painting, “Country Stare,” in the members’ 
exhibition of after-hours work. 


It will be a summer wedding for Carol Sue Barnett and Joel 
Davis, assistant publisher of Ellery Queen’s Mystery Magazine and 
vp of Davis Publications. He’s the son of Bernard G. Davis, publish- 
Wiss 

A second book by William Cahn, a free lance public relations con- 
sultant, has just been released by G. P. Putnam’s Sons. Called “The 
Laugh Makers,” the book is a pictorial history of American comedi- 
Ge. os 

Roger L. Putnam, board chairman of the Springfield Television 
Broadcasting Co., has been named a Knight of Malta by His Holi- 
ness, Pope Pius XII... 

Married on the Bride & Groom program (NBC-TV) Dec. 26 were 
Joan Miller and Irwin Mendelsohn, ad manager of Carnival bras- 
sieres... 
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If you have a message for 
official Washington... 


“As the capital’s only morning paper, 
The Post makes its impact 
on official Washington 
at both the right place 


and the right time” 


Time Magazine referring to 
The Washington Post and Times Herald 


50% more circulation than any other Washington 
newspaper... more home delivered circulation 
than the second paper has total... and the lowest 
advertising cost per 1000 readers. 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles, 
Seattle; Joshua B. Powers, Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associotes—Toronto and Mon- 
treal, Canado; The Hal Winter Co.—Miami Beach, Florida; Tom McGill—West Roxbury, Massachusetts; Puck, The Comic Weekly; A. R. 
Lerner—Paris, France; Robert S. Farley—Financial Representative in New York. 


ea A, Bele ox! 
ee 
: 
7 ' 


Eo eee ie i | Slag tener? (Sian. HACER Raa er a) el Fee Tene ee ne retry es 1H 
ae Mera or eo pie A gt eee ae. Bae i eal Bh Saad iy ees ee pi eta eee oe ae ee ve 
oy. 9 et Roe ee. . he Pres ea {eres le eae eee a! 9 an ats ae Paes Sd ro ee 3 Re : 5 
as, & rae ag te 2 Es ees : eS wi ie = . —-* : * ‘ ee i Tee ed, ee ey 
‘ et Seay eas Faharnh ine Re 4 Et oe ; ‘ ! ey a es x er ‘, e 2 e a nah ss PAE eo a Care 
ee oe a - in ee cr! a ¢ heme oe ue Pi = Hak i igre a : me pogo pee ae rate Pie es | Se) i See en # a ae eee fe eae 
a i Metis | as Sante ae eine 5 eae = . «ea Co oe Ne Sa a ee kta. a ie . gg ee ere pee Sea. So 4 ee . i ee eee xis | 
‘ae gee ag a i : agate: ay i i die Be | es | hl yc = Se . 
< * " : a 
— | : 
i 
a 
ee 
oy 24 
ee 
pee 
nk: 
feat 4 
. 
oa | 
Ri 
43 
ne 
ies 
es 
Bue. 
| Pe 
Ed 
a 
rea 
ks 
aon 
Pas 
5 
ie 
piss 
‘i 
a 
ing su 
f 
tad 
ee 
* 
¢ 
Pas 3 ui + es é rf . i { r _ : +s ee 
aaaeat te eee : : ey a aa es . <au - ge ie “i ‘ 3 E 
; ee ae : f | ae ee cae ge Me OL? tetas neater 2 AA ¢ ee a se : - 
ee ae Mis. Se hy ee “ a Pe ee a hl ie ’ Hind r ite : 
eer * (ee ‘ ee ae f * ge tl Pres: ie ‘ ae = wee i page ee 
4 * a “ “a. : ps ue a ~~ ,, af e 2 be ae . ge ;. ae n ¢ AK 3 ay mi’ 
we Se a <3" 4 pel or as ae Raisin, isa eee ee ere : i “ a3 ale oe é eee Set ae ee rae gay Fas 


ay 
in Ab r. 


es: 


; 7 7 ee ie Si 
oh aah 


TO YOUR PROFIT POTENTIAL 


ARMY TIMES 
NAVY TIMES 


AIR FORCE TIMES 
(Members ABC) 
THe MILITARY MARKET 

ARMY NAVY. AIR FORCE 
REGISTER 


2020 M Street,N.W. © Washington 6, D.C. 


ARMY TIMES PUBLISHING co. rf us ——s Boston, Chorlesto 


POCO PE EEE EIEN EOI 


Explore the expanding $9,000,000,000 military consumer market. 
More than 5 million youthful Americans are servicemen or service 
dependents. Their median age (23 years) clearly implies that their 
brand preferences are developing now. The Armed Forces represent 
the largest, single specialized market in the world which can be 
reached by one network of publications. Only the globe-circling, 
top-circulation TIMES Service Wecklies deliver mass coverage and 
massive impact in the immensely important military field. 


Write for the new military market information book— 
“MASS SELLING AND SAMPLING TO MILLIONS” 


New York, 


n, S.C., Chicago, Dallas, Detroit, 
Son 


Miami, 
camel t OFFICES: Frankfurt, London, Poris, Rome, Tokyo 


,Fradkin Closes Agency; 
Joins Cole, Fisher & Rogow 


Russell Fradkin has closed his} 


| 10-year-old agency, Fradkin Ad- 
vertising, New York, and has 
joined Cole, Fisher & Rogow, New 
York, with a dozen accounts billing 
an estimated $300,000. 


the executive plans board. 


Rogel International Formed 
Max Rogel Inc., New York, has 


| Washington, as a wholly-owned | 
| subsidiary. Located in the National 
| Press Bldg., Rogel International is | 


headed by Clyde Matthews, vp of | 


| the New York operation. 


Wasserman Named VP 

| Samuel Wasserman, head of 
|Hickey Murphy division of James 
|Gray Inc., New York, has been 


/named a vp of the printing and | 


|mailing company. Mr. Wasserman 
will continue to supervise Hickey 
|Murphy division. 
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: - For Better Sales Results! 


ES | 
a 
— 
mm 
— - 
* a," 
<i : 
iad 
~~ ~—— s r 
: 
3 
be 
ose 
— 
~~ a 
a ge 
—- a 
#.¢ a “4 
a a 
had ee. 


nae 


Y 
me 4 


| ray 


and home furnishings—CLIMATIZED for advertising 
in those lines, Reaches a metropolitan market where 


4 out of 5 families own their own homes. 


players, hifi sets and recordings. The only program 
guide carrying full weekly programs of all 14 TV 
stations seen in Oklahoma! 


ROY te? 


Newspaper 


| 


Ze || 

“ Sy. J 

“= 
ee 


ie Reaching the a % 


a 25th MARKET = 


in Sunday Circulation 


~ 
™ =*. 
\ This “Climatized” newspaper puts your advertising in the 
\ A tof cise eteeles best climate for maximum sales results by putting it where 
a editorial appeal heightens interest of prospects for your 


ment, with color, 


product. 
devoted exclusively 
to home planning 
and decoration 


construction, real 


supplement, Sunday Magazine, 


estate, gardening section, 


A tabloid pullout 
section CLIMA- 
TIZED for adver- 
tising electronic 
products... exclu- 
sively for news and 
features of TV and 
radio programming 
and sets, record 


“THE DAILY OKLAHOMAN | 
OKLAHOMA CITY TIMES 


The Sunday Oklahoman is “C!limatized” with a variety of 
climates, only two of which are shown here. Among the other 
——— ’  elimates are its Women’s Section, theater and amusements 
sports section, 
in addition to world, national and local news. 


classified 


The Sunday Oklahoman covers a growing market—the 
nation’s 25th in Sunday Circulation—reaching 9 out of 10 
homes in Oklahoma City, plus 3 out of 4 urban homes within 
an average radius of 100 miles. Put your advertising in the 
“Climatized” Sunday Oklahoman and watch it get results! 


published by The Oklahoma Publishing Co. 
represented by The Katz Agency 


Mr. Fradkin will be a vp, ac-| 
|count supervisor and member of! 


formed Rogel International Inc..,| 


aioli 


|INA HOLLAND has been promoted to 
assistant ad manager of Canadian 
Johns-Manville Co. Ltd., Port 
Credit, Ont. Miss Holland is the 
first woman to hold this position. 


Teen Girls Are Ripe 
Appliance Market, 
Conference Is Told 


Cuicaco, Jan. 14—Manufactur- 
ers of electric appliances last week 
were advised to set their sales 
jsights for a lucrative and growing 
teen-age market. 

Sigana Earle, director of food 
and homemaking education for 
Seventeen, told the Live Better 
|Electrically Women’s Conference 
\that the under-20 girls will buy 
kitchen housewares if they under- 
stand them and see that they are 
safe, useful and easy to operate. 


a “The teen-age group is the fast- 
est growing segment of the elec- 
tric housewares market today,” 
Mrs. Earle said. “With $4.2 billion 
of their own money to spend each 
year, America’s 8,500,000 teen-age 
|girls are ready to buy small appli- 
ances for themselves, their fami- 
lies and their friends. Just show 
'them how the products work.” 
Mrs. Earle based her recom- 
mendations on results of a survey 
jconducted by Seventeen among 
|high school home economics teach- 
ers. 
She suggested the dealers and 
manufacturers create ads showing 
j}how the appliances are useful and 
jtime-saving, and recommended 
\giving the girls actual experience 
with appliances through classroom 
and club-demonstrations. + 


“Western Horseman’ Expands 

Western Horseman, Chicago, a 
stock horse trade publication, has 
opened a second office in Fort 
Worth, located at 2509 W. Berry St. 
Joseph H. McCuan, manager of the 
Chicago office, will also be man- 
ager of the Fort Worth office. 


Guess Joins Wampole 

| George Guess, formerly sales di- 
|rector of the Pfizer Laboratories 
division of Chas. Pfizer & Co., has 
been appointed general manager of 
Wampole Laboratories, Philadel- 
phia, ethical drug division of the 
Denver Chemical Mfg, Co. 


| Venard. Rintoul Adds Two 


| KVII-TV, Amarillo, Tex., has 
| appennted Venard, Rintoul & Mc- 
Connell its national representa- 
tive. Venard, Rintoul also has been 
|named to represent KFEQ, St. Jo- 
|seph, Mo. Simmons Associates for- 
merly handled KFEQ. 
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Yes BALTIMORE HAS CHANGED! 


Until about thirty years ago, the marshy vards. Beltways and tunnels help get it 
land along Middle River was an excellent there faster. 
place for duck hunting. 


Buying habits have changed. Reading 


Today, you can’t see this land for the 
buildings which belong to the Glenn L. 
Martin Company, makers of guided missiles. 


Yes BALTIMORE HAS CHANGED! 


New industries have brought new people 
to Baltimore. Neighborhood stores have 


habits, too. For instance, the Baltimore 
News-Post covers more families than any 


other Baltimore daily newspaper. 


Unless you’ve been an eye-witness to all 


this, it is difficult to appreciate it. 


But you can keep pace with it by using 


the News-Post as the most economical and 


given way to large Shopping Centers. Auto 


traffic moves briskly along one-way boule- 


most effective medium for producing sales 


in the new Baltimore. 


Cow are in good company | wilh the 


_News-Post and Sunday American 


— 


first in the Heart of Maryland 
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...ln Boston 


over the second paper 
(1st 10 months, 1957) 


*Larger daily figure for each newspaper plus Sunday 


ONE contract delivers the BIG BU 


The BOSTON HERALD-TRAVELER—— > 


Boston’s Basic Buy 


Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK * CHICAGO 
PHILADELPHIA * DETROIT * LOS ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. 


Retailers know where the money is 


2,500,000 lines leadership* 


Hallmark Watch 
Absorbs Waltham 
on Royalty Basis 


Cuicaco, Jan. 14—The Waltham 
watch line, which for more than a 
century was made by the Waltham | 
Watch Co., Waltham, Mass., has | 
not only left its New England home 


the Waltham Watch Co. itself. 
Hallmark Watch Corp., Chicago, 

| which has been manufacturing and | 

distributing some of the Waltham 


acquired all manufacturing and 
distributing rights to the whole 
line, through a royalty arrange- 
;}ment with Waltham Watch Co., 
| now located in New York. 
Hallmark, which makes and dis- 
tributes its own line of Hallmark 
watches, plans a gradual expansion 
| of Waltham’s markets. 
| 
|® Both watches have been mar- 
|keted largely through non-jewelry 
| wholesalers and premium users as 


in Boston 


Atomic" 


Half Life” saves human life 


helped by Air EXpress with extra-fast delivery! 


This radioactive material has a rendezvous with fate. 
And it must not be late. Its power to diagnose or cure 
disease spans just a handful of hours, called a “half- 
life.” Then, swiftly, its potency leaks away. 


To forestall such danger, this peaceful atomic weapon 
must race the clock to a hospital, often thousands of 
miles away. And the vital responsibility for on-time 
delivery is entrusted to Air EXpress. 


Jobs like this are all in a day’s work for Air EXpress. 
And this same service is always at your service —no 
matter what you make. With Air EXpress, you can 
multiply your opportunities to sell anywhere in the 
country, because Air EXpress gives you 10,212 daily 
scheduled flights — plus fast pick-up with 13,500 trucks, 


many radio controlled — plus a nationwide private wire 
system. Yet Air EXpress is inexpensive. For instance, 
a 15 lb. shipment from Chicago to New York costs only 
$5.15 with Air EXpress —$2.30 less than any other 
complete air shipping method. Explore all the facts. 
Call Air EXpress. 


SS 
LAUR? BLESS 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


CALL AIR EXPRESS @ ... sivision of RAILWAY EXPRESS AGENCY 


. Aa 


(AA, Jan. 28, 57) but has now left | 


line for the past two years, has now | 
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| well as through some jewelry 
| wholesalers and department stores. 
Hallmark intends to increase Wal- 
tham’s retailing through the jew- 
'elers and department stores. 

Present advertising plans call 
for ads in jewelry and premium 
trade publications with some con- 
| sumer magazine, radio and tv ad- 
vertising possible in a few months, 
according to Hallmark’s ad man- 
ager, Chester S. Goldstein. Burnet- 
|Kuhn Advertising Co., Chicago, is 
| Hallmark’ Ss agency and is the new 
agency for the Waltham line. Weiss 
& Geller, New York, previously 
handled Waltham. 


® The original Waltham Watch 
Co. is now the Waltham Precision 
‘Instrument Co. and makes timers, 
|gears, aircraft clocks and gyro- 
| Scopes. Since October, 1956, Wal- 
|tham Watch Co. has been a sep- 
arate entity, located in New York 
and operating as a sales company 
for Waltham watches (AA, Oct. 22, 
56). The watch manufacturing has 
been carried on by both Waltham 
Precision Instrument Co. and Hall- 
| mark. 

The new arrangement, which 
took effect Jan. 1, takes Waltham 
Precision Instrument Co. com- 
| pletely out of the picture and cuts 
\the relationship between Waltham 
watches and the Waltham Watch 
Co. down to a royalty arrangement. 

Waltham Watch Co. now plans 
to devote its efforts to “the devel- 
bros marketing and promotion 
of new items in other fields,” ac- 
cording to Joseph Axler, president. 
He declined to indicate what other 
| fields he had in mind. = 


|Charleston Dailies Join 
‘Business, Mechanical Units 

The two daily newspapers in 
|Charleston, W. Va., the Gazette 
and Daily Mail, effective Jan. 1 ef- 
fected a business consolidation 
| agreement whereby the circulation, 
advertising, accounting and mech- 
|anical departments will be com- 
| bined “as soon as it is feasible to 
do so,” as indicated by ApvVERTIS- 
|InG Ace (AA, Dec. 16). The edi- 
torial operations of both newspa- 
pers will continue to be independ- 
ent, and ownership will remain 
unchanged. 

Editions of both newspapers will 
continue as in the past, with but 
fone change, an expanded, com- 
| bined Sunday Gazette & Mail, said 
|Fred M. Staunton, Mail publisher, 
jand Robert Smith, Gazette pub- 
| lisher. 


IOWA'S 


No. 1 
Advertising Medium 


THE CEDAR RAPIDS 
GAZETTE 
Again in 1957 


Published 

| MORE ADVERTISING 
Than Any Other 

Newspaper in lowa 


ABC CITY ZONE POPULATION 


101,581 


A 25% GAIN OVER 1950 


Circulation over 
63,000 Daily, 65,000 Sunday 


ene — 
Cedar Rup ids 


= On; ae 


— CEDAR a IOWA 
FULL ROP COLOR 
Seven Days A Week 


Represented Ne Nottonell 
ec ALLEN 
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OUTDOOR builds Sales 
for HOWARD JOHNSON’S! 


(Si 


K Outdoor Advertising 
_—— ee 


“Outdoor advertising has been steering motorists 
into Howard Johnson’s Restaurants in ever-increasing 
My. Howard J ohnson numbers since we began using this medium 
. President in 1936. Each year, we’ve increased our budget allocation 
Howard Johnson Co., says: for Outdoor. In fact, in 1957, Outdoor accounted 


for over half of our total expenditure...and our sales 


have continued to rise.” 


8 out of 10 people remember Outdoor posters!’ 


OA I 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA 


+ ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising. 
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ONE OF THE FIRST 100 MARKETS 


~—QUAD-CITY POPULATION — OVER "% MILLION 


CBS FOR THE QUAD.-CITIES 

ILLINOIS 

ae of’ For Market or Coverage Data Write or Call 
: AVERY-KNODEL, INC. 

Maurice Corken at WHBF, Rock Island, I.) 


Two Ads Boosted 
Sheraton Card Plan 
Membership 200,000 


Boston, Jan. 14—The Sheraton 
Hotels credit card system has 
grown in 12 years from an intra- 
Sheraton operation into an inter- 
national plan for the traveler. Its 
potentialities, the chain said, are 
virtually unlimited. 

In 1954, when the cards were 
first made available, the system 
had some 100,000 card holders. At 
the beginning of 1957, when ads 
were run in business publications, 
there were about 600,000. Today 
there are some 800,000. 

The ads, in the Wall Street Jour- 
nal and Forbes, were one-third- 
page units and appeared just one 
time in each. The cards themselves 
are sent with a direct mail piece of 
promotion in letter form. 

In addition to Sheraton hotels, 
there are some 100 non-Sheraton 
hotels where the cards may be used 


A TEN-MINUTE TOUR 


of a 


‘2 BILLION MARKET 


The dramatic story of the Syracuse market— 
graphically documented with solid facts— 
has now been assembled in brief presenta- 
tion form. Phone your nearest Moloney, 
Regan and Schmitt office and arrange 

for a showing. It takes only ten 

minutes . . . and if's “a must” for 

any advertiser who wants fo cash in 

on the full sales potential of one 

of America’s truly important markets. 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


the SYRACU E 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 235,506 Sunday Herald-American 219,007 


NEWSPAPERS 


America's No. 1 
Test Market 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 105,869 


Advertising Age, January 20, 1958 


to cash checks, charge hotel bills, 
pay dinner checks or make pur- 
chases in shops. In addition there 
are an estimated 1,200 retail estab- 
lishments which honor the cards. In 
about 75% of them billing is made 
through the Sheraton system; in 
the remainder, each store’s credit 
department bills the card holder 
personally. 

In addition to hotels and other 
establishments in the U. S. and 
Canada, there are hotels listed in 
Australia, Bermuda, Mexico, Puer- 
to Rico and the Virgin Islands. 


® Hotels, shops and restaurants are 
not solicited by Sheraton, but are 
brought into the fold on a largely 
voluntary basis. And the Sheraton 
organization sees only “bigger and 
better things for the system in the 
future.” 


NEW TAX RULE HIKES 
CARD USE, AHCC SAYS 

GREENWICH, CONN., Jan. 14—The 
1958 income tax expense deduction 
crackdown isn’t so ill a wind that 
it doesn’t blow somebody some 
good. The American Hotel Credit 
Corp. here reports that applications 
for its Universal Travelcards, 
which simplify tax figuring, are 
running 40% ahead of this time a 
year ago. 

AHCC says the majority of its 
new card applications are from 
companies with sales of $1,000,000 
or more that already have some of 
their men on Travelcards and want 
to put more on. 

Traveling business men who hold~ 
Travelcards can have the vast ma- 
jority of their traveling expenses 
billed directly to their companies 
so there is no need to report them 
in their own tax forms, AHCC 
says. 

The cards cover all costs—rooms, 
food, valet and phone calls—in- 
curred in all of the estimated 4,500 
member hotels of the American 
Hotel Assn., tabs in more than 1,000 
member restaurants of the Nation- 
al Restaurant Assn. as well as with 
the Avis, Hertz and National car 
rental services. 


® AHCC claims its Travelcards are 
the closest there is to the ideal “one 
card for all” and that they elimi- 
nate much tax figuring work for 
the business man. 

On the other side of the coin, 
AHCC notes that “Companies on 
credit card systems find other than 
tax advantages. Expense accounts 
handled wholly on credit are less 
likely to be padded. When the 
charge goes on a credit card, the 
exact sum is reported and paid.” 
Another advantage of the cards, 
says AHCC, is the relief afforded 
bookkeeping departments from 
handling hundreds of petty cash 
vouchers every month. # 


Sosnow Opens Studio 

Harold Sosnow, formerly with 
G. F. Sweet & Co., Hartford, will 
open his own art and design studio 
at 673 Fifth Ave., New York, of- 
fering “a complete layout and pro- 
duction service for all phases of 
the graphic arts.” 


Kirsch Named WGEM S.M. 
Harold Kirsch, who formerly 
owned and operated his own agen- 
cy, Harold Kirsch Co., St. Louis 
and Miami, has joined WGEM, 
Quincy, IIl., as sales manager. 
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More homes in Detroit, f 
in the metropolitan area, A 
and in the Detroit retail trading 
area get The Detroit News then ' 
any other newspaper, weekdays 
or Sundays! io 


That’s why 

The News carries 
more linage than 

both other Detroit 
newspapers combined! 3 


The Detroit News 


Eastern Office . . . 260 Madison Ave., New York Chicago Office ... 435 N. Michigan Ave., Tribune Tower i 
ee ene San Francisco Miami Beach . . . . The Leonard Co., 311 Lincoln Road 
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Kight million dollars every busy week... 


You’ve known VP's in charge of Sales. Or Production. Or Finance. 
But here’s a Vice-President whose desk is in the sky. His job: to pass 


on the reliability of $400 million worth of aircraft control equipment annually. 


Behind the romance of the wide blue yonder are all the rigors of hard- 
headed business—from making products to making profits. To Major 


General Clarence A. Shoop, Vice-President of Hughes Aircraft, and 


Director of Product Reliability and Flight Test, this is a matter of 
delivering performance, fast and exacting. Multimillions in defense 
contracts are at stake . . . more important, thousands of lives, air su- 
premacy. That General Shoop and many of his associates at Hughes 
are faithful followers of Business Week should be no surprise to you. 
For the involvements of business are certainly as significant to them 
as the intricacies of aeronautics and electronics . . . what happens 
in Wall Street or Washington is as vital as the latest laboratory findings 
wietié iets to Sen from MIT. Fact is, Business Week itself delivers performance, fast and 


exacting . . . more business news than any other general-business or 


news magazine —a constant flow from more domestic news bureaus than 


any other U.S. magazine. Management men in all business vote BW 
“most useful” in its field . . . advertisers must, too—for, year after 
year, they put many more pages to work here than in any other general- 
business or news magazine. You advertise in Business Week when you 


want to influence management men. 


_ General Shoop with C. A. McDaniel, Jr., (Head, Experimental Flight Test) 
at the controls, during the testing of the Hughes Armament Control System. 
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You, 1, too, can get 


gi OR 95 


we merchandising 


U. S. Steel Offers Color 
Film on Kitchen Planning 
U.S. Steel Corp., Pittsburgh, has | paign for Bank of America, San 
produced a sound and color film on | Francisco, Batten, Barton, Durstine 
|kitchen planning as the second & Osborn concludes its assign- 
|step in its program of demonstrat-|ment to develop a savings promo- 
ing to the housewife that she can tion independent of the bank’s oth- 


BBDO Ends Bank Assignment 


With its current “savings” cam- | 


help in Muncie, 


/have exactly the kind of kitchen |er advertising. Savings advertising 


Mr. Earl Webb, Branch Manager, Westing- 
house Electric Supply Company has this 
to say— 

“The Muncie Star and Muncie Evening 
Press have given us the finest of merchan- 
dising cooperation .... You do not have 
to ask the Muncie Newspapers for this 
oe 4 ae are always offering their 


be Pay don’t YOU use the MONEY MAK. 
ING MU NCIE M ARKET? 


she wants. Last year, the company | 
‘published a booklet, “Kitchen| 
|Planning Book,” by Virginia Hart 
| Wheeler. The new 13-minute mov- | 
|ie is a pictorialization of this book- 
let, which is also offered free in 
the movie to anyone requesting it. 

The film is now available to tv 
——- as a pr sustaining program 
|or as a commercial program spon- 
|sored by utilities, banks, kitchen 
dealers and distributors. After 
| April 1, it will also be available to 
women’s groups, businesses, high 
schools and colleges. Batten, Bar- 
ton, Durstine & Osborn, New York, 
|is the agency. 


LO ee 


“4 


MUNCIE, INDIANA 
National Representatives: Kelly-Smith Company 


x Wank 


| will again become part of the 
bank’s regular ad program, which 


lis handled by Johnson & Lewis, 


San Francisco. 


Kistenmacher Joins Daily 
Charles F. Kistenmmacher has 
joined the real estate advertising 
division of the St. Petersburg In- 
dependent. Mr. Kistenmacher has 
been engaged in newspaper, ad- 
vertising and public relations work 
in Tampa and Lakeland since mov- 
ing to Florida in 1955. Prior to that 
time, he was the promotion and 
public relations director of the St. 


| Louis Globe-Democrat. 
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No. 3 of a series 


BATON 


ROUGE 


— CROWN ZELLERBACH CORP. 
— W. R. GRACE & CO. (polyethylene) 
— U. S. RUBBER CO. 

— FOSTER GRANT CO., INC. 

—— KAN JAX CHEMICAL CO. 

— STAUFFER CHEMICAL CO. 
— IDEAL CEMENT CO. 

KAISER ALUMINUM & CHEM. 
ESSO STANDARD OIL CO. 

——- ETHYL CORP. 

ALLIED CHEMICAL & DYE COR 
COPOLYMER CORP. 

DOW CHEMICAL CO. 


ORMET METALS CORP. 
KAISER ALUMINUM 


RIVERLANDS — 


for example... 


ET HYL Corporation operates 


world’s largest anti-knock compound 
manufacturing plant in Baton Rouge 


Ethyl Corporation’s Baton Rouge plant has produced the 


BATON ROUGE.. America's 


great new industrial empire ! 


co. 


P. 


WYANDOTTE CHEMICALS CORP. 


NATIONAL SUGAR REFINING CO. 


WEBB & KNAPP, INC. 
E. |. du PONT de NEMOURS 


Spend more— where 
there’s more to spend 


Baton Rouge is the hub of a fabulous area 
producing prosperity and new wealth from 
petroleum, alumina, petro-chemicals and many 
allied industries. Payrolls are at an all-time high! 


Here is spendable income for advertised products 


is the key to more sales at 


“Onty Ge) Sunshine reaches more homes 
in this BILLION DOLLAR MARKET!” 


tetraethyl lead used to improve more than 450 billion gallons - and WBRZ 
~~ : lower cost because . 
of motor and aviation gasolines. 4000 employees share a $26 
million payroll. 
Many of the greatest names in American industry have 
/—_—/ invested hundreds of millions for new plants in this 


“empire area” and others are moving in. . . with 
$254,800,000 in additional plants already scheduled. 
Baton Rouge—State Capitol, deep-water port, 
home of Louisiana State University—is now the 
center of America’s fastest growing industrial area! 


WBRZ--2 


BATON ROUGE, 
Tower: 1001 ft. Power: 100,000 watts 


LOUISIANA 


NBC-ABC 


Represented by Hollingbery 


Advertising Age, January 20, 1958 


Helene Curtis Uses 
‘Pop-Up’ Coupon to 
Boost Redemptions 


Cuicaco, Jan. 14—Helene Curtis 
Products is using a “pop-up” cou- 
pon in forthcoming ads in Life 
and Look. The cost, it reports, is 
more than the price of a bkew page 
in either publication. 

To kick off its new Helene Cur- 
tis Super Soft Spray Net, the com- 
pany is using the “pop-up” coupon 
in conjunction with a four-color 
spread in the issue of Look on sale 
Jan. 21 and the issue of Life on 
sale Feb. 27. Curtis believes it is 
the first manufacturer to use this 
type coupon. The coupon offers 
25¢ saving on a purchase. 

Explaining the company’s extra 
investment for the coupon, George 
Factor, vp, commented: “Coupon 
redemption is determined by the 
ease with which the coupon can be 
withdrawn from the advertisement 
or publication and by the attention 
the coupon elicits from the reader. 

“The ‘pop-up’ coupon calls at- 
tention to itself. It simply pulls out 
and is redeemed right in the store. 
No scissors or mailings are required 
as for traditional coupons which 
are incorporated into the body of 
the ad,” he added. 

McCann-Erickson handles adver- 
tising for the Helene Curtis prod- 
uct. + 


Peters, Griffin, Names Five 

Peters, Griffin, Woodward, New 
York, radio-tv station representa- 
|tive, has promoted two men and 
| added two more to its tv sales staff 
and has added one man to its radio 
|department. Account executives 
| Charles R. Kinney and Arthur E. 
| Muth have been advanced to as- 
sistant sales managers. Named to 
|the tv staff are John R. Wright, 
| formerly with NBC Spot Sales, and 
| Lewis C. Greist, previously with 
CBS Radio Spot Sales. Lee M. Van- 
‘den- Handel, formerly with Force 
Inc., Patterson, N.J., has joined the 
'radio staff. 


Two Join Hilton & Riggio 

| John Howard, formerly with Al 
| Paul Lefton Co., has joined the 
| copy staff of Hilton & Riggio, New 
|York. Hilton & Riggio also has 
named Mrs. Muriel Stone, former- 
‘ly with Sullivan, Stauffer, Colwell 
& Bayles, a space buyer for print 
media. 


Brewery Boosts O’Brien 

John B. O’Brien Jr. has been pro- 
moted from advertising manager 
|to director of sales and advertising 
of Hampden-Harvard Breweries 
Inc., Willimansett, Mass. He has 
been with the company since 1951. 


Offset Users... 
NO TYPE USED 
_IN THIS AD! 


No metal 
type was used 
in setting this ad, 
only FOTOTYPE 
for display and Justi- 
Type Paper for body 
copy. So easy, anyone 
can set good-looking 
ads, catalogs, house 
organs, presentations, 
etc., to be reproduced 
by offset, zincs or silk 
screen. Save up to 90% 
over ordinary methods. 
Over 300 styles and 
sizes shown in new 
64-page type book. 
Write today for 
free copy. 
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ad 


OWRT.. to get action ... 


to move people ... to sell goods 


THE CHICAGO DAILY NEWS 


is the only Chicago paper ever 

to have won the Pulitzer Prize 

for Disinterested and Meritorious 
Public Service ... and the Daily News 
has won this coveted award twice 

in the past seven years 


USE THE POWER OF THE “NEWS” 
IN CHICAGO 
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Jazz-Minded Admen 
Form Club in Boston 


Boston, Jan. 14—Are admen jazz 
men, too? 

Definitely—in Boston. 

A half-dozen advertising men, in 
the midst of small talk over a 
luncheon table last spring, dis- 
covered they had a common inter- 


Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-papers, 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


est in jazz. From the conversation 
grew the JAM Club—“Jazz and 
Ad Men.” 

The club currently has a mem- 
bership of 17—with a score more 
waiting to join. It meets monthly, 
and members take along their fa- 
vorite jazz records to play at coffee 
and snacks. 

JAM’s president, David Niven, 
regional representative of Life, and 
Howard (Scotty) Sawyer, vp of 
James Thomas Chirurg Co., were 
among the founders. 

“It’s our hope similar jazz clubs 
will be formed in other large cities 
and joined in some sort of a na- 
tional association of ad men inter- 
ested in jazz,” Mr. Niven said. + 


Cramer-Krasselt Gets 
Thompson-Berg Account 

The Cramer-Krasselt Co., Mil- 
waukee, has been appointed to 
handle advertising for under- 
ground mining equipment manu- 
factured by Thompson-Berg Co., 
Iron Mountain, Mich. 


WHY ROANOKE, VIRGINIA 


IS 


MOST 


A 


IDEAL 


TEST MARKET 


Roanoke is the largest market in the 
entire Western half of Virginia. 


Roanoke’s economy embraces a large 
number of diversified industries and 
agricultural pursuits. 


In the Roanoke 


market practically 


all daily newspaper readers read the 
TIMES or WORLD-NEWS. These me- 
dia will cooperate fully in making your 
market test. Surveys are conducted, 
route lists furnished and trade promo- 


tions mailed. 


“DOMINATING VIRGINIA'S 
GREAT MOUNTAIN- 
INDUSTRIAL 
EMPIRE” 


Roanoke is the undisput- 
ed center for all busi- 
ness activity in an area 
covering 16 counties and 
over 450,000 population. 
Here are nearly a half- 
milion people ready and 
wanting to buy your 
roducts . . . in the 
oanoke Market! 


Spot Color is available 


Roanoke is a “Burgoyne” City! 


FREE BOOKLET with FULL INFORMATION 
“THE BECKONING LAND" gives you full 
details. Ask your S.F.W. Representative or 


write direct 


DANOKE 


National Representatives. 
SAWYER — FERGUSON — WALKER 


TIMES AND 
WORLD-NEWS: 


ae 1 eee ee 


1958 DODG 


INCLUDING ALL THIS EXTRA EQUIPMENT 


oe on ve ENGINE BACK-UP LIGHTS WINDSHIELD WASHERS 
pa 10 PAINT AIR. SEAT 

ESH AIR HEATER & DEFR. ELECTRIC WIPERS QUAL FUEL FILTERS 
DIRECTION LIGHTS GAR LIGHTER WERCULITE GLASS 
SAFETY RIM WHEEL TORSION AIR TUBELESS TIRES 
QUADRA BEAM HEADLIGHTS WINDSHIELD DUAL SUNY; 


ISORS 
BONDERIZED FINISH 


AT NICK PAPPAS 
AFTER $350 DOWN PAYMENT 
$ 5 9°7 Per Mo. 

INTEREST & INSURANCE 


$2.78 PER MO. LESS 


FOR EACH $100 EVALUATION 
OVER DOWN PAYMENT 


pus NO PAYMENT UNTIL 1958 


COMPLETE SELECTION 


3637 S. KINGSHIGHWAY 


Low Prices Standard Equipment on All Models at 


NICK PAPPAS 


DODGE-PLYMOUTH 


IMMEDIATE DELIVERY 


VE. 2-3600 


PRIZE EXHIBIT—This advertisement, submitted by Kenneth Hood, vp 
of the St. Louis Better Business Bureau, is an almost perfect example 
of advertising carefully designed to mislead. The car costs $2,148— 
until you discover, in small type, that this is “after $350 down pay- 
ment.” And then payments are only $59.67 per month for 36 months 
—‘‘excluding interest and insurance.” In somewhat simpler English, 
this means the car costs $2,498, and the balance of $2,148 figures aut 
to $59.67 per month for 36 months—-PLUS interest and insurance. 


‘Detroit Times’ Boosts Mills 
William H. Mills, business man- 
ager of the Detroit Times since 
1938, has been promoted to the 
new post of general manager of 
the newspaper. At the same time, 
Charles R, Obermeyer, assistant 
business manager, was promoted 


Tilds & Cantz Adds One 

John Green Corp., Los Angeles, 
West Coast distributor of Renault 
cars, has appointed Tilds & Cantz, 
Los Angeles, to handle its adver- 
tising. The previous agency is El- 
liott & Karbo. Mann-Ellis, New 
York, handles national advertising 


Advertising Age, January 20, 1958 


Perlstein Uses Ax 
to Trim $4,000,000 
From Pabst's Costs 


Cuicaco, Jan. 14—Pabst Brewing 
Co. in the last 10 weeks has 
trimmed more than $4,000,000 an- 
nually from operating costs and 
expense budgets. 

In a letter to stockholders, Harris 
Perlstein, president and board 
chairman, said that “many needed 
organizational changes have been 
made, reducing headquarters staff 
and placing more responsibility in 
the field. A trend toward crippling 
centralization has been reversed, 
providing more latitude for quali- 
fied personnel to deal with local 
problems.” 


® The “organizational changes” 
referred to Pabst’s marketing team. 
Shortly after the resignation of 
Marshall Lachner as _ president 
(AA, Oct. 28), O. Dean Wittenberg, 
merchandising manager; L. L. 
(Larry) Moore, brand manager for 
Pabst sparkling beverages and 
Hoffman beverages; Robert K. 
Rogers, brand manager for Pabst 
Blue Ribbon, and Keith Dresser, 
promotion specialist, left the com- 
pany (AA, Nov. 25). 

The “crippling centralization” 
mentioned by Mr. Perlstein is an 
obvious reference to the brand 
manager setup brought in by Mr. 
Lachner, which has since been dis- 
carded. 

“Our chief need is increased 
sales volume,” Mr. Perlstein con- 
tinued in the letter. “Delegating 
greater responsibility to our re- 
gional directors of sales is a step 
in that direction. Also our entire 
advertising and promotional effort 
is under intensive study, and 
changes necessary to increase its 
effectiveness are being undertaken 
as the analysis progresses.” # 


Jacobsson Associates Bows 

A new product development and 
packaging company, Edward Gus- 
tave Jacobsson & Associates, has 
been formed with offices at 140 E. 
46th St., New York. 


WANT TO HYPO DEALER 
SALES ACTIVITIES? 


See 
THE CONSUMER BUREAU 


to succeed Mr. Mills. for Renault. 


announcement, page 94 


THE INQUIRING ADVERTISER: 


“Why Am | Missing 
Sales In Memphis ?” 


Answered by John Pepper 
and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


QUESTION: I understand that I may be missing 
sales in 40% of the Memphis market. How can I 
reach——and sell—this market? 


Mr. Pepper: WDIA, the first radio station in the area to 
program exclusively to Negroes, is your dominant sales 
contact with Memphis Negroes . .. who make up over 

40% of the Memphis trading area! 
» Mr. Ferguson: Low Negro newspaper 
hehe and magazine readership and low per- 
centage television ona mean that 
ou can’t effectively sell the Memphis 

eS hy ee egro through these media. 


Mr. Pepper: You don’t reach this market 
with any other radio station, since the Memphis Negro 
listens first and foremost to WDIA. Within one year 


after its change to exclusive Negro programming, WDIA 
jumped to first position in overall audience in every 
rated time period. It has maintained top bracket position 
at the most listened-to-station ever since! 
Mr. Ferguson: The 1,237,686 Negroes within its radius 
consider WDIA their station. Its all-Negro staff programs 
exclusively to the Negro’s particular 
tastes, and combines unique personal 
appeal with high-powered salesmanship, 
to capture the Memphis Negro’s listen- 
ership and loyalty. WDIA alone can— 
and does—deliver this 40% of the Mem- 
his trading area to you as a unit! 

S r. Pepper: This sales responsive listen- 
ership is backed by a staggering buying potential of 
well over half-billion dollars! With an annual earning 


power of $616,294,100, Memphis Negroes spend on the 


average, 80% of this income on consumer goods. 


Mr. Ferguson: Indicative of his vital role in the steadily 
prospering economy of the Memphis area, the Negro is 
elevating his standard of living. He is trading himself 
up... buying more and more consumer gi , 


Mr. Pepper: He is buying more because he is earning 
more! Negroes in the Memphis area have a higher com- 
parable income than Negroes in any other region in the 
whole country. According to a 129-city survey by one 
of the country’s largest corporations, Memphis ranks 
first in ratio of total Negro to total white income. In 
Memphis, there is $28.79 of Negro 
income for every $100 of white in- 


come. Over three times the average 

of comparable Negro income in A 
Philadelphia ... almost five times .- 'S 

that of New York! “ - 


Mr. Ferguson: This high volume le _— 
market buys 52.5% of all the shortening sold in wey 3 
. . - 41% of the packaged soaps and detergents . . . 55.8% 
of the deodorants! 


Mr. Pepper: And, before it buys, this Memphis market 
listens —to WDIA! WDIA, the only 50,000 watt station 
in the Memphis area, delivers your sales message to a 
ready-made market of 1,237,686 Negroes . . . almost one- 
tenth of the Negro population of the entire U.S.! 


Mr. Ferguson: Scores of such year-round national ad- 
vertisers as Taystee Bread, Procter and Gamble, Camel 
Cigarettes and Blue Plate Foods rely on 


WDIA to create high volume sales and profits 
for them. WDIA consistently carries a larger 
number of national advertisers than any 


other radio station in Memphis! 

Mr. Pepper: With its matchless combination 

of exclusive Negro programming, unequaled 

power and coverage, and hard-hitting salesmanship . . . 
DIA sells the Memphis Negro market. 


Mr. Ferguson: And WDIA can be a high powered selling 
force for vee Write us today. Tell us what product you 
want to sell. 


Mr. ge Let us show you how WDIA can deliver 
over 40% of the Memphis market to you .. . as a unit! 


WDIA is represented nationally by 
John E. Pearson Company 


Commercial Manager, Harold F. Walker 
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| THE HOUSTON CHRONICLE... 


HAS THE LARGEST 
CITY HOME DELIVERED 


in, i uc 


and in Houston 


| the CHRONICLE has... 
16,206 


MORE THAN THE POST 


62,999 


MORE THAN THE PRESS 


AND on Sundays the Houston Chronicle has 
the LARGEST CITY ZONE CIRCULATION in Texas 
... with 28,041* MORE THAN HOUSTON’S 


OTHER SUNDAY NEWSPAPER! 


THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 
THE BRANHAM COMPANY — National Representatives 


Based on a comparison of 
Publishers’ Statements to 
the ABC for period ending 
Sept. 30, 1957. 
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Coftee Labeling with ‘Warmer’ Feeling Can 
Boost Share of Beverage Dollar: Gianninoto 


Boca Raton, Jan. 14—Coffee 4 
so important to the average adult 
that consumption can easily be in- 
creased through indirect sugges- 
tion, according to Frank Giannino- 
to, head of the industrial design 
studio which bears his name. 

Speaking at the 47th annual con- 
vention of the National Coffee 
Assn., Mr. Gianninoto today 
warned against “those elements in 
the coffee industry which seek to 
build their own businesses solely 
through competition within the in- 
dustry. 

“The true industry growth will 
come when full new markets are 
sought and won through the full 
realization of what a large role cof- 
fee plays in today’s social scene,” 
he said. 

“Coffee drinking means so much | 
to the drinker that per cup con- 
sumption can be increased consid- 
erably through skillful exploration 
of the coffee drinker’s psychology 
and more sensitive expression of 
his feelings about coffee through 
merchandising methods,” he main- 
tained. 


| 
s “In the first place, coffee pack- | 
aging is in a rut—coffee cans on| 
the supermarket shelf are as alike | 
as coffee beans themselves; coffee | 
in the bags is worse, and instant | 
coffee jars are so similar that it| 
looks as though there’s a law gov-| 
erning package design which it 
would be highly criminal to break.” | 

Coffee packaging as a whole is 
“unimaginative, mechanical and | 
cold in feeling,” even though re- 
search studies show that coffee is 
seen as a symbol of warmth and 
comfort and a pleasurable way of 
life, he said. 

In addition, a coffee drinker of- 
ten needs moral permission to 
drink coffee—he fears it may be 
habit forming and show lack of 
character—so he needs to be given 
reassurance by the package. “The 
package, rather than being me- 
chanical in its suggestion, should 
have a sense of everyday life and 
rightness.” 


s “Furthermore, coffee drinking is 
social”—part of its enjoyment is| 
that it provides a rationale for 
being with other people. “Pack- 
aging should support this type of 
image—it should suggest shared 
experiences—the fact, for example, 


EL PASO 
Capital City of 
| Boe Febulous Southwest 


. 


Che El Paso Times 
An Independent Newspaper 
Morning and Sunday 
E] Paso Herald-Post 
A Scripps-Howard Newspaper 


vening 


OVER 96.000 DAILY 


To illustrate his packaging the- 
sis, Mr. Gianninoto mentioned a 
newly designed label for instant | 
coffee [Folger’s instant] which, he 


that lingering over a second cup | said, indicated the “warmth of cof- | 


means prolonging pleasant com- 
panionship,” he said. 
The designer also stressed the 


expressed through your trademark 


visual material.” 

When coffee drinkers see your 
trade symbol—whether it is on the 
uniform of a truck driver, a com- 
pany letterhead, or a tv commer- 
cial—it should not only create a 
reservoir of good will in the mind 
of the viewer but also arouse an 
immediate desire for coffee, he 
said. 


fee by a copper foil label, which 
people associate with old-fash- 


jioned kitchens and the culinary 
importance of “the corporate look, arts of good cooking and good cof- 
|fee making.” + 

and the format or design of your) 

|Anderson to Appliance Book 


John W. Anderson has been ap- | 
pointed a district manager of Ap-| 
pliance Manufacturer, Chicago. Mr. 
Anderson will represent the pub- 
lication in the central area, work- 
ing from the Cleveland office. He 
formerly was sales representative 
of Central Advertising Co., Jack- 
son, Mich. 


O’Meallie to ‘Times-Picayune’ 
John R. O’Meallie has been ap- 
pointed regional sales director for 
the Times-Picayune Publishing Co., 
New Orleans. He returns to the 
newspaper company from WSMB 


|Inc., New Orleans, where he has 


served as vp and general manager. 


| Prior to joining WSMB in 1953, Mr. 


O’Meallie had been with the 
Times-Picayune Publishing Co. and 
WTPS since 1922. 


Hardware Book Names Pope 
Modern Hardwaring, New York, 
has named Ed Pope vp and general 


Sales manager to head the trade | 


publication’s new “Sell more 
goods” campaign, designed to help 
hardware manufacturers merchan- 
dise more products. 


Advertising Age, January 20, 1958 


|Marine Magazines Join 

Marine Purchasing Guide, New 
York, formerly Yacht Equipment 
Purchasing Guide, has acquired 
Master Marine Catalog, formerly 
published by American Boating 
Institute. Yacht Equipment Pur- 
chasing Guide ad rates will pre- 
vail. They are $400 per b&w page. 
Master Marine Catalog’s rate was 
$185 b&w. 


John Meck Adds One 

John Meck & Staff, Chicago, has 
been appointed to handle adver- 
tising and merchandising for As- 
sociated Research Inc., Chicago, 
builder of high specification test 
|equipment. Armstrong Advertising 
Agency, Chicago, is the previous 


agency. 


Is SOLD ON SPOT... 


s 


1°9 
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ADVERTISER: How do No-Cal and its agency, Paris 


& Peart, account for the biggest New York sales jump in 
No-Cal history? They credit Spot Television on WRCA-TV. 


No-Cal Board Chairman Hyman Kirsch says, “Spot TV . . . because 
its high frequency at low cost makes a full saturation campaign finan- 
cially feasible. And Spot's selectivity allows us to concentrate that 
campaign on our prime sales target — the figure-conscious housewife.” 


“WRCA-TV,” continues Mr. Kirsch, “. . . first, because it commands 
such a healthy chunk of the New York audience. Secondly, because 
it offers an economical saturation schedule of good availabilities. 


And finally, because the station backs our 30-spots-per-week, around 


the clock campaign with a complete merchandising and promotion 
program —the headline-making Miss No-Cal Contest.” 


Does Spot Television on WRCA-TV deliver? “Actual sales figures 
are confidential,” says Mr. Kirsch, “but No-Cal is devoting a larger 
share of a larger advertising budget to Spot TV. Not only have we 
signed for an increased Spot schedule on WRCA-TV, and renewed 
our sponsorship of the Miss No-Cal Contest for 1958, but we've also 
expanded our Spot TV campaign into the Philadelphia market.” 


Seated, lejt to right: No-Cal Corporation officials: Lee Kirsch, Treas- 
urer; Hyman Kirsch, Chairman of the Board; Morris Kirsch, President. 
Standing, left to right: Donald C. Porteous, TV-Radio Director, Paris 
& Peart; Max Buck, Director of Sales, WRCA-TV; Ed Kenefick, TV 
Spot Sales Representative, NBC Spot Sales, 
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McCann Shifts Gibbons, 
Valentine; Names Two VPs 
Robert Gibbons, tv-radio man- 
= ve McCann-Erickson’s Cleve- 
and office, is being transferred 7 Assi 
Jan. 20 to the home creative de- Hertz Buys Lurie Auto Co., Service, istance 
partment in New York where he| New York Truck Lessor _ FUuLierton, CAL., Jan. 15—A new 
will be creative group head on a| Hertz Corp. has acquired Lurie color engraving and_ technical 
number of accounts, including Bul-| Auto Co., one of New York’s oldest |printing advisory service will be 
ova. Jerry Turk, tv-radio copy su-|truck leasing companies. The deal|Offered to newspapers, agencies 
pervisor in Cleveland, will replace| will add more than 600 vehicles and advertisers in February by 
Mr. Gibbons as tv-radio manager.|and four additional garages and|Sta-Hi Color Service Inc., newly 
Harry Black has been named to the|service locations to Hertz’ New |organized subsidiary of Sta-Hi 
new post of manager of films and| York truck lease fleet, bringing Corp., Whittier, Cal., graphic arts 
programs. In the New York effice,|total Hertz facilities in that city | equipment manufacturer. 
Christian Valentine Jr., formerly to 6,500 trucks and 72 garages. The new service is expected to 
supervisor of production for tv and! Samuel Berlin, exec vp of Lurie,|make possible more extensive use 
radio commercials, has been named ae had a gross revenue in 1957 | of r.o.p. color printing by newspa- 
director of the tv-radio commercial | of $1,500,000, will take an execu-| pers by helping to lower costs and 
production department. tive position with Hertz in the New |by providing technical assistance. 
Robert H. Jones and David T.| York area. Vernon R. Spitaleri, authority on 


Thomas, account service group 
heads, have been named vps of 
McCann-Erickson Corp. (Interna- 
tional). 


Sta-Hi Offers New 
Lower-Cost R.O.P. 


37 


newspaper color repreduction and | art, copy, transparencies and other 
executive vp of Sta-Hi Corp., has | editorial and advertising material 


organization. Mr. Spitaleri, former 
manager of the mechanical re- 
search department of the American 
Newspaper Publishers Assn., and 
subsequently research director of 
Knight Newspapers, is ‘well known 
for his extensive experimental pro- 
gram in r.o.p. color at the Miami 
Herald. 


has been specially designed for 
handling newly developed plate- 
making techniques and rapid over- 
night air transport to all parts of 
the country. 

Mr. Spitaleri said that his organ- 
ization will be able “to process the 
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RETAILER: joseph Reich, Grand Union Supermarket 
Manager in White Plains says, “Judging from the additional 
number of cases we've been moving, NoCal sales have in- 
creased appreciably in recent weeks.” 


Retailers and advertisers alike are convinced that No-Cal’s use of 
Spot Television pays off right down the line. They know first-hand 
what adjacencies to the great NBC entertainment lineup and the top 
local programs and personalities can do for advertisers who buy 
schedules on the television stations represented by NBC Spot Sales. 

Left to right: Joseph Reich, Grand Union Supermarket Manager, White 
Plains Shopping Center, New York; Joe Murphy, Merchandising Man- 
ager, WRCA-TV; Irving Ehrlich, Sales Manager, No-Cal Corporation, 


REPRESENTING TELEVISION STATIONS: 
HARTFORD-NEW BRITAIN—WNBC 

NEW YORK—WRCA-TV 
SCHENECTADY-ALBANY-TROY—WRGB 
PHILADELPHIA—WRCV-TV 
WASHINGTON—WRC-TV 

MIAMI-—WCKT 

BUFFALO—WBUF 


B. 


PHOTOS BY MORRIS H. JAFFE 


SPOT SALES 


LOUISVILLE—WAVE-TV 
CHICAGO—WNBQ 

ST. LOUIS—KSD-TV 
DENVER—KOA.TV 
SEATTLE-TACOMA—KOMO-TV 
LOS ANGELES—KRCA 
HONOLULU-KONA-TV 


s The company’s new plant here | 


been named president of the new | flown out by customers and furnish 
them with finished plates at such 
substantial savings that even 
smaller newspapers will be able to 
climb on the color bandwagon.” 


Other management personnel in- 


clude Kenneth T. Brouse, formerly 
engraving superintendent, Miami 
Herald, general manager, and John 
| V. Landau, former sales executive, 
Imperial 
manager. 


Type Metal Co., sales 


A Chicago sales and service of- 


fice has been opened at 121 W. 
Wacker Drive, with Ernest Kloster- 
mann, 
Shore electrotype division, as gen- 
eral manager. + 


WISN Opens New Center 


formerly with the Lake 


WISN, Milwaukee radio station, 


has moved from the Milwaukee 
Sentinel Bldg. to the new $1,250,- 
000 WISN broadcast center at N. 


19th and W. Wells Sts. The new 
building also houses WISN-TV. 


THERE’S 
STILL 
TIME TO 


FOR “ 
1958 
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~7/\You get 
MORE EFFECTIVE 
EXHIBITS 
at LESS COST 


. . » when you develop a complete, 
detailed exhibit program covering all 
shows you intend to enter. 

We are at your service in every 
phase of this task, from supplying lists 
of shows to design and construction 
of displays. 

Helpful information is listed in the 
coupon at the bottom of this column. 
Just fill it out and put it in the mail. 


GARDNER 


ft 
[iy ispLays 
5? hon - Chicago - New York 


RCo 


Gardner Displays - 477 Melwood St. 
Pittsburgh 13, Pa. 
Please send us... . 


| 

! 

| 

| 

0 Special Exhibitor's Check List 
©) Drama and Action in Trade Show and 

Institutional Exhibits | 

© Add my name to your regular mailing list. | 

©) Send list of shows and complete data on the | 

ollowing: | 

eee 7 l 

| 

l 

| 

| 
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Company 


City ae 
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Together these all-powerful media 

combine to distribute more than 35,000,000 COPIES 

3 every week. They offer 

ln ceenieshenenennaial saturation coverage of their high-potency markets ...in depth... 
and in color. There’s 

tremendous DOUBLE IMPACT, too, when Sunday supplement advertising 

i. is supported by dealer cooperation 
: and tie-in ads in newspapers at the local level. 
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to any combination of — 
PARADE...THIS WEEK...AMERICAN WEEKLY 


| Family Weekly 


and add virtually unduplicated saturation coverage™ of 
170 key markets that do 14.4% of all U.S. retail sales 


Throughout the 556 counties blanketed by FAMILY 
WEEKLY's 4,278,811 circulation, an average of 6 


out of 10 families read the local newspaper — and 


FAMILY WEEKLY. The giant market in which they 
live, work and buy accounts for one dollar of every 
$6.93 spent at retail in the entire United States— 
$27 billion in sales potential! 


Edited for the family, and read by the family, 
FAMILY WEEKLY is producing buying action for its 


- advertisers that has warranted spectacular gains in 


advertising linage ... up 51.7% in 1957 over 1956 
—a year in which FAMILY WEEKLY led all maga- 
zines in its rate of gain. 


FAMILY WEEKLY MAGAZINE, Inc. 


Leonord S. Davidow, President 


John W. MePherrin, Publisher 
153 N. Michigen Ave., Chicago 1, Ill. 


New York 17; 17 E. 45th Sr. Detroit 2: 3-223 General Motors Bidg. 
Cleveland 15 


: 1066 Hanno Bidg. Miami 32: J. Bernard Cashion & Assoc. 
Chamber of Commerce Bidg. 
Nichols Associotes: 


Blonchord 
Son Francisco 4: 33 Post St. Los Angeles 5: 633 S. Westmorelond Ave. 


Furthermore, for the first eleven months of 1957, 
FAMILY WEEKLY ranked fourth among all maga- 
zines in ad revenue gains over the same peri 
of 1956. Its $3,952,188 increase over 1956 was 
exceeded only by Look, Saturday Evening Post 
and McCall's. 


Your FAMILY WEEKLY representative has all the 
facts on America’s fastest-growing Sunday color- 
gravure supplement. Call him in today. 


*In only three of FAMILY WEEKLY'S 170 markets 
does another Sunday magazine originate. | 
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Bardahl Adds Pat 
O’Brien ‘Sell’ Ads 


to Gag Commercials |. 


SEATTLE, Jan. 15—A new Series 
of tv commercials that feature mo- 
tion picture actor Pat O’Brien in 
straight selling messages for Bar- 
dahl special lubricants was re- 
leased today by Bardahl Interna- 
tional Corp., sales arm of Bardahl 
Mfg. Corp. 

The O’Brien commercials will 
have concentrated use for the next 
two months, then will appear al- 
ternately with Bardahl’s animated 
spots, which are a takeoff on 
“Dragnet” and feature the Bardahl 
detective and the four villains— 
Gummy Ring, Sticky Valves, Dirty 
Sludge and Blackie Carbon. 

Two 60-second O’Brien commer- 
cials cover a demonstration of Bar- 
dahl additive and use of Bardahl 
for hydraulic valve lifters. A 20- 
second O’Brien spot urges Bardahl 
for faster starting in cold weather. 
The commercials were made at 
California Studios, Hollywood, in 
December. 

The Bardahl product is turned 
out at blending plants in Seattle, 
St. Louis, Boston, Vancouver, Mon- 
treal and Mexico City, as well as 
in Europe and South America. 
Television carries the backbone of 
1958 promotion; tv and radio to- 
gether account for 80% of the 
budget. 


® Bardahl’s commercials will be 
seen in approximately 100 markets 
across the country. Radio is em- 
ployed on a seasonal basis to re- 
inforce tv in larger markets, and 
in some smaller markets for longer 
periods. Spring and summer are 
peak seasons for Bardahl sales. 

Because some Bardahl commer- 
cials are released through distrib- 
utors, the company requires dis- 
tributors to agree to use the 
O’Brien commercials not more than 
15 months after the date of first 
use. This provision parallels Bar- 
dahl’s agreement on talent costs 
and simply makes distributors lia- 
ble for residual talent costs after 
the 15-month time covered by the 
O’Brien contract. 

Bardahl’s promotion for 1958 al- 
so includes two-color one-third 
page units on a three to six times 
a year basis in Hot Rod, Motor Life, 
Motor Trend, Outboard, Popular 
Science, Sparts Afield, and True. 
A small international budget pro- 
vides for one-shot color insertions 


HOT 


On the mark, set and gone... 

to new heights! LAW AND ORDER 

is now FIRST in advertising | 
dollars, FIRST in executive 
circulation, FIRST in editorial, 

FIRST in the hearts of its readers. 


PC ee 


Se Se 


Now, more than ever before, you 
Stand to benefit by advertising 
your products and services in ' 
LAW AND ORDER because it is 
highest in reader response. j 
12,000 copies blanket 6,301 “dj 
police departments. All issues 
ring-punched for saving and study 
yet coupon cards and every-issue- 
a-special-issue policy 

: produces direct sales— ] 
exceptional results. 97.48% 

verified BPA circulation. 


For the details, write =— - 
or phone; BPA 


LAW wo. ORDER 


72 WEST 45th ST., WY. 36, N.Y. 
Murray Hill 2-6606 


in almost all editions of Reader’s 
Digest in Europe. 

Miller, Mackay, Hoeck & Har- 
tung handles the account. + 


Bdgota Newspaper 
Adds Morning Edition 


A new morning edition of El In- 
dependiente, an evening newspa- 
per in Bogota, Colombia, will be 
launched Feb. 3, according to Luis 
G. Cano, general manager. The 
new edition will also be known as 
El Independiente, but the two ed- 
itions will be “two different news- 
papers,” Mr. Cano says. 

The new edition will offer a 
guaranteed circulation of 100,000 
nationally, and advertisers will be 
offered a combination rate in the 


two papers of 16 pesos a column 
inch compared to 14 pesos in the 
morning edition and 12 in the eve- 
ning edition. Joshua B. Powers 
Inc. represents the papers in the 
US. 


Downs Expands Spring Push 


Again using the theme “So won- 
derful underfoot . 


ity all-wool Wiltons,” Downs Car-| 


pet Co. will use color pages in at 
least four magazines as part of an 
expanded spring campaign. The 
major media used for the consumer 
campaign will be American Home, 
House Beautiful, House & Gar- 
den and Living for Young Home- 
makers. Architectural Forum, In- 
terior Design, Interiors and Your 
Church will be used in a contract 


. . Downs qual-| 


rin, Philadelphia, is the agency. 


Pioneer Hi-Bred Corn Co. 
Names Klau-Van Pietersom 

Klau-Van Pietersom-D unlap, 
Milwaukee, has been named to 
handle all advertising for the Pi- 
oneer Hi-Bred Corn Co., Des 
Moines, Ia., effective Feb. 1. The 
|company’s present agencies of rec- 
ord are Wallace Advertising, Des 
|Moines, for the hybrid corn ac- 
j}count, and E. H. Brown, Chicago, 
for poultry advertising. 


Keck Names Schutz, Adds 2 
Jack R. Schutz, formerly copy 
chief of Keck Advertising Agency, 
Oconomowoc, Wis., has been 
named an account executive of the 


Advertising Age, January 20, 1958 
carpeting campaign. Fien & Schwe- | 


agency. At the same time, Keck 
has added two new accounts: Van- 
ant Co., Milwaukee, manufacturer 
of engineering packaging, and La- 
Belle Industries, Oconomowoc, 
manufacturer of projectors and 
audio-visual training equipment. 


Schroeder to Geoffrey Wade 


John G. Schroeder, formerly me- 
dia director of Smith, Benson & 
McClure, has joined Geoffrey Wade 
Advertising, Chicago, as media as- 
sistant. 


Goldfarb Named Manager 

Robert Goldfarb has been ap- 
pointed general manager of Luck- 
off & Wayburn Inc., Detroit. He 
joined the agency as a copywriter 
in 1951. 
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Godfrey to ‘Herald & Journal’ 


has been secretary-treasurer of 


Forest City, N.C., 


land Spindale Sun. 


Sidney-Barton Ltd., 


lof John Moynahan & Associa 


CONVERTIBLE OTTOMAN—Norma Baggott, press secretary for the Amer- | 
ican Furniture Mart, admires a Monte Carlo game ottoman made by 
Sam Belz Upholstered Products, Memphis, at the Home Furnishings 


J. Maude-Roxby is in charge of 
Market in Chicago. A game board is under the cushions. 


Milan branch. 


Charles E. Godfrey has been . 
named national advertising man-/ They Misrepresent 
ager of the Herald & Journal, | 
| Spartanburg, S.C., effective Feb. 3. 
For the past six years Mr. Godfrey 


Rutherford County Publishing Co., 
and business 
| manager of the Forest City Courier 


Moynahan Gets Milan Oftice 
London, 
|European public relations affiliate Products Inc., 


|New York, has opened an office in|Co., Ft. Worth, and the Goodenow 
‘Milan, giving the allied companies C°., Oklahoma City. 
|offices in 15 foreign countries. 


41 


sent the effectiveness of the addi- 
tives. In addition, the Goodenow 
Co. filed a separate answer deny- 
ing that it failed to make ~—— 
s sas refunds under its guarantee. e 
Their Additives third company, Champion Oil Co. 
WaAsHINGTON, Jan. 14—Three/|Inc., reported it was no longer in 
companies have denied Federal | business. + 


Trade Commission charges that | 
they misrepresent the gasoline and| Laundry Group Elects 
| Guenther Baumgart, formerly 


oil additives which they manufac- 

|ture or distribute. |executive director, has been ap- 
' According to the commission, the | Pointed president and board mem- 
products were made by Champion ber of the American Home Laun- 
Stephenville, Tex., dry Manufacturers Assn. Selected 
Champion Oi] |as chairman of the board was Ho- 
|mer L. Travis, vp-sales, Kelvin- 
jator division of American Motors 
om| |Corp. Jack D. Lee, manager of the 


: laundry equipment division, West- 
i we & Sens. Seren. oe Cees. Cay inghouse Electric Corp., was 


any effort was made to misrepre- | | ned vice-chairman. Others se- 


Oil Companies Deny 


the | 


a 


tes,|and distributed by 


; 
} 


Advertising Page Volume 


Three Leading Architectural Magazines 
Twelve Months 1957 


|lected were Greg M. Sheehan, fi- 
‘nance manager, home laundry de- 
| partment, General Electric Co., 
treasurer, and Robert W. Balcom, 
formerly associate director, direc- 
| tor of public relations. The board 
has also been broadened to include 
one member from each member 
| company. 


——-+ 


PROGRESSIVE 
ARCHITECTURE 


ARCHITECTURAL 
"FORUM 


ARCHITECTURAL 
RECORD 


For eleven straight years more building product manufacturers and their 
advertising agencies have placed more advertising pages in Architectural 
Record than in any other architectural magazine. 


Now—for 1958—Architectural Record offers advertisers the strongest ad- 
vertising values in its history including. . . 


@ the largest architect and engineer circulation ever made available to 
advertisers—AT THE LOWEST COST PER PAGE PER 1,000 IN THE 
FIELD 


@ preferred architect and engineer readership demonstrated in 38 out of 
41 studies SPONSORED BY BUILDING PRODUCT MANUFACTURERS 
AND ADVERTISING AGENCIES IN THE PAST THREE YEARS 


@ verifiable coverage of 92% of all architect-planned nonresidential 
building and 77% of all architect-planned residential building DOCU- 
MENTED BY DODGE REPORTS 


Again in 1958 . . . advertising will work harder for you in the “workbook of 
the active architect and engineer” 


=f] ARCHITECTURAL RECORD 


CHANSATIONAL! 
cH 


N 
Os ANGELES 
SMASH RATINGS 


all over the country! NEW 
CHARLIE CHAN improves 
ratings, betters time periods 
everywhere! 


In Los Angeles, on KRCA it 
has improved the Saturday 
night 7:00-7:30 time period 
by more than 92%, with a 
22.1°;, share of audience in 
this 7 station market. (Pulse 
11/57). 

George Burke of KRCA 
states, unsolicited,““Needn’t 
tell you how well the 
program is progressing. 
Clients most happy with 
Sg 

Captures the big share of 
audiences in Chicago, 
Atlanta, Philadelphia, Balti- 
more, Columbus, Detroit, 
New Orleans, Pittsburgh, 
Dallas-Ft. Worth and in key 
market after market! 


THE 
SEASON, 
CALL 


— PROGRAMS OF AMERICA, INC. 


488 MADISON « N.Y. 22 « PLaza 5-2100 
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Our 4-color Food Section 
attracts more linage and 
sells more products. 


Make it First GROWING 


on Your Schedule Too! 


yOoR MED! TY 
THE MA UNION aap ar acti Con tees 


Nationo 


Advertising Age, January 20, 1958 
Informing, Entertaining ‘Only Incidentally 
(Continued from Page 3) | that ‘an advertisement in the labor 
IN THE ELIZABETH-NEWARK AREA i i i i 
| Gresham’ s law, or a_ variation, | dation to the reader’.” 
| seems to be at work.” | Mr. Cort also declares that “if ad 
e “Third, it is probably dangerous ,. ‘ ane, . 
RETAIL DAILY GROCERY LINAGE and anti-social for anything to| (Due. Sno1 makes a cheaper wd, 
Ist Nine Months pretend that it is doing one job, | : 
ELIZABETH DAILY JOURNAL 1,21 4,000 f 1957 diff t d site.” want is a shot at so many readers.” 
° Sa ae Seen. Again, “to determine whether 
000 Media Records looks wonderful, but it has little ing income is a means or an end, 
NEWARK LEDGER 458, Advertising Linage Service nourishment and less flavor. For simply compare it to circulation 
people’s thought or conversation. the greater, it is an end. 
The talk gets progressively worse “It would be good,” he adds, “to 
|the television set.” great, hard-working newspapers 
NEW JERSEY MNEDITION | (such as the Baltimore Sun) to do 
the press by advertising hunger.” 
He says this has been the subject 
been disturbed about “the boast i. 
— for $1,250,000 in 
(Continued from Page 3) 
win Wasey, Ruthrauff & Ryan; 
Burnett Co.; Kenyon & Eckhardt; 
Rutledge & Lilienfeld, and Edward 


+ * ’ 7a e 
\Cort Hits Media as ‘Throwaways,' ‘Come-ons 
2 oe = ’ = ’ 
ST ay more Han 82,000 LINES 
and many intellectual magazines, press is an automatic recommen- 
, 
New Jersey's Most Concentrated Markets i oe ee 
and actually to be doing something torial effort; all the advertisers 
NEWARK NEWS 1,131,000 SOURCES: e “Fourth, the free entertainment any particular medium’s advertis- 
all its mock heroics, it adds little to income. If advertising income is 
Baily Journal or dies entirely as all eyes glaze on have a tax that encouraged the 
ON COUNTY 
® Mr. Cort charges “corruption of still better by their readers.” # 
_ 7. 
of investigation by the Interna- 15 Ag V 
| tional Labor Press Assn., which has encies 1€ 
g Wilson Business 
s| Dancer-Fitzgerald-Sample; Leo 
|H. Weiss & Co. 


® NL&B, which up until two years 
ago handled the lion’s share of Wil- 
son’s $4,000,000-plus account, bows 
out after four years with the 
packer. NL&B moved into the Wil- 
son fold when it resigned some 
|Swift & Co. business to pick up 
Wilson’s bacon and ham, sausages, 
smoked meats and poultry from 
the old Ewell & Thurber agency 
(AA, Jan. 11, 54). 

Later the same year, NL&B 
‘added Wilson Sporting Goods Co. 
and Wilson’s canned meats, also 
| from Ewell & Thurber. 
| The situation was reversed two 
| years ago (AA, July 23, ’56), when 
Wilson shifted advertising for four 
of its product groups—B-V meat 
extract, poultry, export and animal 
& poultry feeds—from NL&B back 
to U.S. Advertising Corp. (for- 
merly Ewell & Thurber). 

Two months later, Wilson moved 
its sporting goods subsidiary, then 
billing between $500,000 and $1,- 
000,000, from NL&B to U.S. Ad- 
vertising Corp. (now Roche, Rick- 
jerd & Cleary) (AA, Sept. 10, ’56). 
| 


« diflorente : th an you 
_ might think! 


NOT JUST UTAH WITH 768,000 PERSONS 


® NL&B was handling ham, ba- 
con, sausage, canned meats and 
Jane Wilson products until the res- 
ignation yesterday. The agency de- 
clined to say why it resigned the 
account. 

Roche, Rickerd & Cleary han- 
dles the rest of Wilson products, 
which include Ideal dog food, B-V 
meat extract, poultry, export, ani- 
mal & poultry feed, and Wilson 
Sporting Goods Co. This portion of 
the account bills about $3,000,- 
000. + 


There is one metropolitan Schlamp Rejoins GOA 

John E. Schlamp, formerly as- 
sistant advertising director of the 
| Philadelphia Daily News, has re- 
| joined the New York sales staff of 
General Outdoor Advertising as an 
account executive. 


city in this market comprising all 
or parts of 4 states .. . Salt Lake City. The 
entire region is stocked and serviced from this city 
located on the transcontinental route. [t is isolated from 
all other big cities by the Rockies on the east and the Sierras on 
the west and by wide distances. 
Salt Lake's newspapers reach this entire region with carrier delivery 
and sell it eftectively. 
Remember, in the West people’s neds are the same, but mar- 
keting is different. 


Frederic 
does 
it! 


DESERET NEWS 


Ball Cate Telegram (everins) 


The Salt Lake Tribune 


imMORMING & SUNDAY) 


See page 90 
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and again in 1L957/ 


The Post-Gazette 
scores another 
all-time high 

In advertising 


Few newspapers in the nation—certainly no other in Pitts- 
burgh—can point to such a record as the Post-Gazette's! 
Imagine! All-time record highs in total advertising in six 
of the past seven years! It might have been seven out of 
seven except for Pittsburgh's department store strike 
through all of 1954. | 

1957 was the biggest year in our 171 year history. Yes, 
more and more advertisers are turning to the Post- 
Gazette to build their sales in America's eighth market 


because... 


HAS happened in Pittsburgh! 


Pittsburgh Post-Gazette 


Fastest Growing Newspaper in America's Eighth Market 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


Sources: Media Records 
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There’s a new way to sell air transportation today . . . 


: 


TSTR 


ee 2 


put the Touch 


TRANS WORLD AIRLINES flies ahead with advanced airline merchandising. Ride the jet stream (the smooth winds 
of the upper air) and fly above the weather ...in a TWA “Jetstream” for quieter, more luxurious sky travel. 


RESERVE NOW FOR FIRST FLIGHTS! | duis nonstop 
TWA, pioneer im vireralt development THON promcdtls wmonnces the largest and nest cevice dhdftlig sarm ttwecn Net Work tas Kiailes 
steyy Ne ok te +s awl on te 
Raxvrions airliner ever huilt—the pevrermease’ This great Lockheed Se ifliner Mies at hey z w ~ . — 
i Laake ' » York t ints cin wn 6s 
higher altitudes, over we ither, and can even take advantage of the jet streams the ; Ale Cans We oO ne 
' ' ital a 
smooth winds of the upper at Its giant Wingspre vd thalt the length of a toothall field t . 
' ' i Travel 
makes the persrneast capable of Aving trom Los Angeles to Paris non-stop with tel went + TWA ticket office or write TWA at 
; ; ‘ eas " a 
Ze to spare, We invite vou to experience the pleasure of a perstaeane fight woo . \ Yur 
vty Tea PemasT 
TRUE LUXURY. | tenn © cheort hw * TWA 
heme, jet type wing, vous trip wll be ter chow iclen tel i rv 
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There’s a new way to sell air transportation, life insurance, 
beer and many other things today. Now, too, a new way to sell 
your product to the Chemical Process Industries . . . 


Tomorrow 


in todays CPI selling! 


Look around you! You'll see the need for a new sales ap- 
proach in the profit-conscious Chemical Process Industries. 
Watch the men setting the pace in new product develop- 
ment, design, engineering, packaging, new marketing 
methods. Theirs is the responsibility for producing higher 
net profits . . . and they’re doing it with better equipment, 
materials and services. They’re taking over more pur- 
chasing authority . . . and they’re making it imperative 
you sell CPI-Management. 


Yes, CPI-Management! Who else can match their drive 
for both progress and profits . . . who else but manage- 
ment is the motivating force in all CPI functions . . . in 
production and plant operations, design and construction, 
research and development, sales and purchasing . . . as 
well as administration. They’re money-men . . .“high net”- 
minded, from top executives right down to the lowest de- 
partment heads . . . quick to grasp your product benefits, 
the earnings potential of what you have to sell. 


In a market heavily populated with technicians and chem- 
ists, management men are at a premium . . . only they can 
make the decisions! That’s why, of all CPI publications, 
just one — CHEMICAL WEEK — delivers a premium circula- 
tion. It offers you the chance for a smarter, sharper-edged 
sales strategy .. . concentrated full force on management. 
That’s why your new, multi-page program in CHEMICAL 
WEEK can put the TOUCH OF TOMORROW in your CPI 


selling ... for a bigger “net” today! 


CPL-Management 


A McGraw-Hill Publication 
McGraw-Hill Buliding 


Mew York 34, H. Y. 
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Don 


in Long Beach 


Not far from the heart of Los Angeles lies one of the 
leading industrial centers in America—anda world 
port of international importance. Long Beach. 
Take a look at what’s been going on here lately: 


In the past ten years population has gone up 
nearly 30%. In this same period buying power 
has jumped 72% and retail sales have increased 
a healthy 74.3%. 


Because of its ideal climate and strategic loca- 
tion, some of America’s biggest industrial names 
have located here. Ford, Procter & Gamble, 
Kaiser, Monsanto, Douglas Aircraft, U. S. Steel, 
Dow Chemical, to name but a few. Besides being 
a great manufacturing mecca, Long Beach has 
become the greatest oil producing center in the 
West. So it’s not surprising to find most of the 
major oil companies represented here. 


With this activity, there’s bound to be continu- 
ing growth. And there is. Douglas Aircraft, for 
example, has just completed a $20 million jet 
airliner plant—the world’s largest. 


If you want your share of the big boom in Long 
Beach, Parade and the Long Beach Independent, 
Press-Telegram will give it to you. Each Sunday 
they call on more than eight out of ten homes in 
town. Each Monday they begin to move goods 
off dealers’ shelves. 


PARADE ...The Sunday Magazine section 
of 69 fine newspapers covering some 
2800 markets...with 16 million readers 
every week. 
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’t miss the big parade 


Photograph courtesy The Port of Long Beach 


How big is [Parade 
in Long Beach? — 
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Represented nationally by Ridder-Johns, Incorporated 


Research Is Killing 
Creative Advertising, | 
Schwimmer Charges 


CuicaGo, Jan. 14—Research is 
\destroying creative advertising, | 
Walter Schwimmer, president of 
|Walter Schwimmer Productions, 
| charged last week. 

“The average agency is scared 
to death,” the former agency man 
(Schwimmer & Scott) said in a 
talk to the Chicago Copy Club. “If 
it can prove something by research, 
this takes the heat off of their cre- 
ative efforts. It means that, if they 
come up with, presumably, the 
proper mathematical answers—and | 
sales are not what they should be | 
—the onus is on the advertiser's | 
product and not on the agency’s 
advertising.” 


— 
SaMpe; pe 
BE eee 


west a 


s Mr. Schwimmer said that the 
better the research facilities an 
agency has today, the easier it is to 
land a new account. He charged 
that many top admen, who did not 
come from the creative ranks, “are 
attempting to substitute mechani- 
cal methods for their own creative 
sterility. eile Lise <a ceadhag eae 
“It seems, these days, that all . 
one hears of, when you visit an ad- | WESTERN TYPE—Kellogg Co.'s Janu- 


vertising agency, are motivational |97Y through March pre-sweet cam- 


research and cost-per-thousand,” 
he said. “It seems that the research 
gang and the slide rule boys have 
|taken over. 

“Everybody makes snide re- 
i'marks about the rating services; 
but, in the final analysis, the tv 
programs live or die on a basis of 
what the latest rating shows and 
what the cost-per-thousand is. A 
ridiculous state of affairs.” 


paign features new packages and a 
“Sweet Eatin’ Stampede” theme. 
Half pages like this in Sunday 
|comics, tv and in-store materials 
i'will be used. Leo Burnett Co., 
Chicago, is the agency. 


appointed Albert Sidney Noble 
Advertising, New York, to handle 
jadvertising and publicity for its 
feed products supplements. A spe- 


# In asserting that research will cial campaign will be launched 
never be a substitute for crea-|for Morea, a new liquid feed sup- 
tive brains and know-how, Mr.|plement for cattle, sheep and oth- 
Schwimmer called for a compro-/|er ruminant animals. G. M. Bas- 
mise between research and crea-|ford Co. formerly handled the ac- 


tivity. 

“Surely, the creative functions 
of an advertising agency are terri- 
bly important,” he said. “Surely, 
proper research has its place, too. 
| But I say it is wrong for something 
like motivation research and extra 
curricular advertising agency fa- 
cilities to completely dominate and 
sublimate creative skills.” # 


Noble Adds Feed Supplements 

U. S. Industrial Chemicals Co., 
division of National Distillers & 
Chemical Corp., New York, has 


jcount. It still continues to handle 
|the company’s industrial chemicals 
and agricultural fertilizers. 


Lever Promotes Sem Thurm 
Lever Bros. Co., New York, has 
promoted Samuel Thurm to the 
jnew position of general manager, 
‘advertising services division. For- 
merly media director, he will con- 
tinue to direct the media division 
in addition to his new responsibil- 
ities. Formerly associate media di- 
rector of Young & Rubicam, Mr. 
Thurm joined Lever in 1956. 


is the big, fast-growing 
Metropolitan Area of 


with the dominant 
provided by these 
Newspapers. 
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PETERSBURG @ HOPEWELL @ COLONIAL HEIGHTS 
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Sth MARKET in 


© Retail FOOD SALES 
© AUTOMOTIVE SALES 

. LATION* 

ONE | 5 Per ramiy INCOME 


F INCOM ° fetal RETAIL _ 
Low Cost © GASOLINE Ser. SALES © Retail APPAREL 
puts To SELL Virginia, you must sell Virginia’s Thriving Triangle 


local coverage and undivided attention 
TWO Independently Published Virginia 


*A.B.C. 9-30-56 
Figures: SM 1957 
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JOHNSON, KENT, GAVIN & SINDING, Inc. 


New York + Chicage + Boston + All 


© * San Francisco + Les Angeles 
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It is important for advertisers to remember — People welcome advertising in newspapers 


a en ae 


The People’s Watchdog — 


The American NEWSPAPER 


—made by 


Ten years ago, Toledo schools had an 
accident rate of 7.2 accidents for each 
1,000 students. 


Seeking a way to cut down the alarming 
increase of traffic accidents involving 
pedestrian school children from kinder- 
garten through grade eight, The Toledo 
BLADE in 1947 adopted a program called 
the Green Banner Safety Campaign. 


The idea was simple. Accident-free 
schools would fly banners provided by The 
BLADE, and their students would all 
wear badges certifying that they were 
being careful. In schools where accidents 
occurred, the banners would have to come 
down and the badges be put away, until 


NO WONDER the people BUY 
57,000,000 newspapers every day, for which they pay over $3,500,000 daily 


NEWSPAPER LEADERSHIP HALVES SCHOOL TRAFFIC ACCIDENTS 


weueNKknwknrxkek&kekkek&kkk&kkkkkkekekkeaene 


—a major contribution in the public interest 


THE TOLEDO BLADE 


the youngsters had again gone a reason- 
able time without mishap. 


In 1952, The BLADE purchased a baby 
elephant named Amber (from the caution 
light in traffic signals, of course) and pre- 
sented it to the children of Toledo as their 
safety mascot. Last year, nearly 50,000 
boys and girls in 88 schools heeded 
Amber’s safety rules. Their accident rate 
was only 4 per thousand, as against 7.2 
before The BLADE’s safety campaign 
began. 


Every year now, hundreds of Toledo’s 
school children escape accidents, because 
of the extra alertness they learned through 
a program inspired and led by The Toledo 
BLADE. 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
Newspaper Representatives Since 1900 
Representing Newspapers Only 
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Study Finds Hancock Won Sales Potential 
in TV Specials; Insurer Drops Medium 


NEw York, Jan. 14—How effec- 
tive are television specials as ad- 
vertising vehicles? Do they im- 
prove the public’s opinion of the 
sponsor? Do they influence poten- 
tial customers to give more serious 
consideration of the sponsor’s prod- 
uct or service? 

These are some of the questions 
John Hancock Mutual Life Insur- 


ance Co. sought to find the answers 
to in a “before and after” study 
centering around five ‘Producers’ 
Showcase” telecasts on NBC last 
year. 

To find out how the series of tv 
spectaculars was affecting its im- 
,age in the public mind, the insur- 
ance company commissioned the 
|Home Testing Institute to send a 


{series of questionnaires to 1,700 
‘men and women throughout the 
U.S. Each member of the nation- 
| wide panel received seven ques- 
| tionnaires—one before the start of 
the series, one after each of the 
five programs, which Hancock co- 
sponsored with RCA, and one at 
the end of the series. 

s Seven insurance companies 
were mentioned in the question- 
naires, to avoid disclosing which 
company was making the study. 11 


programs were listed on the sheets, 
to avoid revealing which specific 
show was the object of interest. 
Tv’s impact was determined by 
comparing viewers’ responses with 
those of non-viewers. Respondents 
were classified as viewers if they 


specials. 
\its agency, McCann-Erickson, 


sought to evaluate in this fashion 
were: “Mayerling,” starring Au- 


drey Hepburn and Mel Ferrer; 


— 


FINCHLEY AT WAIKIKI 


“Dear Boss: I’m beginning to get the swing of things...” 


@ Atona O-on-on! 


From hohum to hula. Just because 
Finchley told the boss how Consolidated Enamel Printing 
Papers cut printing costs without sacrificing quality. 


Seriously, Consolidated Enamels frequently save as much 
as 20% compared to other enamel papers of equal quality. 
That’s because the modern papermaking method pioneered 


by Consolidated eliminates several costly manufacturing 


steps—but none of the fine quality. 


Be a Fincutey! Let your printer make a comparison test 


with free trial sheets supplied by your Consolidated Paper 


Merchant. Then send the results to the boss along with a 
Waikiki travel folder. 


Never can tell! 


Available only through your Consolidated Paper Merchant 


onackdatedk 
ENAMEL PRINTING PAPERS 


a complete line for offset and letterpress printing 


CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 SOUTH LA GALLE ST. « CHICAGO 3B. ILL. 
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the Old Vic company’s “Romeo & 


| Juliet”; “The Great Sebastians,” 
|with Alfred Lunt and Lynn Fon- 


tanne; Sadler Wells’ “Cinderella” 
ballet, and “Festival of Magic,” 
with an international cast of ma- 


|gicians headed by America’s Mil- 
had seen at least four of the five | bourne Christopher. 


Spectaculars which Hancock and |s Findings in this study, as re- 


vealed last week by NBC, showed 
that these shows had been “ex- 
tremely effective in (1) increas- 
ing consumers’ knowledge about 
the John Hancock Life Insurance 
Co, and (2) increasing its prestige 
and reputation.” 

The research company also noted 
that “the increased awareness of 
and substantial gain in positive 
feeling about the company must of 
necessity make it easier for John 
Hancock salesmen to sell its pol- 
icies to the population at large and 
especially to the many families who 
were exposed to John Hancock ad- 
vertising on ‘Producers’ Show- 
case’.” 

In more detail, the study found 
that tv had, among other things, 
(1) made more people familiar 
with the advertiser’s slogan; (2) 
increased the company’s size in 
the public mind, and (3) sold a 
number of people on the fact that 
the sponsor had “good agents.” 


® This series of specials was John 
Hancock’s one and only use of tel- 
evision to date. Currently the in- 
surance company is spending prac- 
tically all its advertising budget on 
color pages in Life, Look, Reader’s 
Digest and The Saturday Evening 
Post. It is not using any tv at all. 

If the results of the tv specials 
were as impressive as indicated by 
the “before and after” study, why 
isn’t John Hancock buying televi- 
sion now? 

Margaret Divver, advertising 
manager for the company, told AA 
that it is first of all a matter of 
money. She said the budget was 
expanded in 1957 to approximately 
$1,900,000 to include television. 
This year it is set to run at the 
pre-television level of approxi- 
mately $1,250,000. 

She said tv didn’t get that $1,- 


| 250,000 because (1) magazines are 


too important to the company to 
be eliminated, (2) “Producers’ 
Showcase” wasn’t offered this year 
and (3) “we didn’t see another 
program we wanted.” # 


Curtis Names Ficke to Head 
New York Advertising Office 

Charles H. Ficke has been ap- 
pointed a vp of Curtis Publishing 
Co., Philadelphia, and manager of 
the New York advertising office. 
He succeeds H. W. Post, who re- 
tired Jan. 1 after 28 years with the 
company. Mr. Ficke, who has also 
been with Curtis’ advertising de- 
partment for 28 years, has been as- 
sistant manager of the New York 
office since July, 1955. 

At the same time, Curtis an- 
nounced the retirement of Arthur 
S. Gow, vp and manager of its 
Philadelphia advertising sales of- 
fice, after 32 years’ service with the 
organization. His position as man- 
ager will not be filled by a new 
appointment, a spokesman said. 
Duties will be assimilated by 
present personnel. 


Miss Faltus Joins Larrabee 

Larrabee Associates Advertising, 
Washington, has named Faith T. 
Feltus media and research director. 
For the past five years Miss Feltus 
has been advertising manager of 
District Grocery Stores Inc., a 
group of independent grocers in the 
area. 


Harmonic Reed to Lavenson 

Harmonic Reed Corp., Rosemont, 
Pa., maker of harmonicas, musical 
toys and scientific toys, has named 
Lavenson Bureau of Advertising, 
Philadelphia, to handle all adver- 
tising, merchandising, sales promo- 
tion and public relations. 
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IS 
SPORTS 


F.R.P. is many things... F.R.P. is SPORTS... 


Play-by-play on every Oriole game . . . the full Colts season . . . thrill- 
packed Saturday afternoons of Navy football. 


The World Series . . . the All-Star game . . . the Sugar and Rose Bowls... 
championship boxing every week . . . the running account 
from trackside of horse races from Maryland and around the country. 


The most complete day-by-day coverage of the sports world by WBAL 
Sports Director Joe Croghan . . . interviews with people who are making 
news wherever they are. 


F.R.P. SPORTS sends WBAL reporters to Scottsdale, Arizona, for Orioles 


' pre-season forecasts ... Joe Croghan to San Francisco to cover the Colts, and to 

‘ q South Bend for a Navy-Notre Dame clash . . . and anywhere there’s a sports 

- ~~ event WBAL listeners want to hear about. 
F.R.P. is SPORTS—fully covered, fully reported, fully broadcast 

...- AND SPORTS IS ONLY ONE PART OF F.R.P. 


WBAL RADIO 


BALTIMORE, MARYLAND * 50,000 WATTS 


NBC Affiliate—Nationally Represented by 
THE HENRY I. CHRISTAL CO., INC. 
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t Colorado Harv ird “Business 
2 J. G. Welles. assistant director ol the Denvel 
f Institute. told the group of over 200 that Denver's population 
} will increase by an estimated 51 pet. by 1970, while the state 
4 js yvaining 25 pet. and the nation as @ whole 21's pet 
Other panel speakers were L. F Hampel of United Aw 
t Lines. Chicago. c. F. Meyet ol Financial Industrial Fund, 
Denver. and L. M Pexten chairman of Denver Union Stock 
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By ROBERT MURRAY 
. Denver Post Financial Editor 
Denver and Colorado are in the van of a forward surge 
< economy If the coming decade but must take 


potent ials. 
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Construction of a $4.5 million. 15-story 
’ ment building near the Cherry Creek Shopping 
4 Center will begin soon. 
The twin tower pbuilding, to be known as The 
Young Towers, will be erected on the south side of 
Cherry Creek in the Miller ark addition. 
Ir will be bordered by the 
Denver Country Club on the 
& 0 west and by the Polo Club and 
@ Belcaro Park on. the south and 
ee ° southeast 
: 4 The buildings and vrounds will 
pensNew “over more than five acres. ac- 
cording 10 Edward T. Younes. ONE OF SIX NEW SKI LIFTS 
. president of Young Properties. This is one of six new Colorado ski lifts in use for the first time this season. Th 
Inc, builders of the luxury now 58 lifts and tows at the 31 developed ski areas in Colorado. 
ud ers apartment , a 
Young said the apartment ; a 
# . By WILLARD HASELBUSH will consist of two large tow- — esi ence PSC Pl 
- wt Denver Post Business Editor ers connected at ground level ¢ 
The g2-vear-old Mine & by 4 lobby and by # patio . 
: Smelter Supply Co., a pio- comples. | nderground park: Area Lau i * 
: 2 ing will be provided and ten- 
. neer western manufactUr- yj, courts, | wimming pool nc ed | 
5 ing and distributing firm, ais courts, # swim ye i, 
R a opened its aa © — eeeese -_ a |. A new 530-home subdivision worth $5 million * e 
ata large patio will Be wvailable jg open for sales al FE. 88th Ave. and Washington St 
acre, million dollar head-) tor guests, Young said. er th of Denver | Ul itl! 
4 quarters at 3800 Race St.. Construction will be of fire- aa os ay , : er | 
3 igast Denver. pat reinforced concrete et Named City View Heights, the new subdivision! phe Public S 
opening was 3 new native sone and metal tim was in the planning stage for two years and, when) .¢ Coloradé 
Gnishing off @ modern design completed. will provide a complete community in| 4 it will 
mplote itself. The new subdivision is close to schools, seed reer og 
we ga’ medical clinic and aeeepernetiOn:\ ou atin y-* 
puilding at the 
ner of 15th a 
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Gov. 
has predicted 
lar things” in Colorado's 
iresources development, 
but warned that his ad- 
ministration can't get the 


program fully under way 
during his current term 
in office. 


aking at a con- 


vention luncheon of the Colorado 
Dude and Guest Ranch Assn.. 
said Colorado “is a resources 
state, and our future depends 
on how well we develop and 
utilize these resources." 
He pointed to oil and gas. 
huge oil shale deposits and an 
ost Staff Writer abundance of other minerals as 
000 people will buy Colorado's assurance of a bright 
lifts and tows and economic future. 
MeNichols said his aides have 
been working for the past 10 
months on 4 mineral and re- 
sources policy for Colorado, and 
after the policy is formulated 
“we'll appoint a resources com- 
mittee made uP of the persons 
who work in the fields affected. 
Then we'll have the proper 


MecNichols, spe 


By BOB TONSING 
Denver P 
ason, possibly 400 


In the 1957-58 se 
of Colorado's 58 


tickets on one or more 


set out for fun on the slopes 
And the state is ready for the skiers aS never before. 


In the big ski areas of Colorado Winter Park, Aspen, 


Loveland, Arapahoe. Steamboat Springs and Hidden Valley 
new lodges. ski lifts and runs are waiting. In areas blessed 
with early snows. they're already in operation. 

Brand new chair lifts have been installed at Aspen and 
Loveland Basin. Winter park has a new T-bar and Arapahoe 
Basin is sporting another Poma-Lift. 
apes up as a great one for 
e spectator 
ets are sched 
ing downhill event. | states for 


the preathtak 
the flashy slalom events. the “we're going to 
tacular things in the field of re- 


spectator-pleasing jumping A 
sources development,” MeNich- 
lols said. “But the things we 


ances. g 
want to do couldn't be done in 


CIRCULATION 


Evening, except Saturday. . . 254,519 


eae 
Empire Magazine and eS ara 


A.B.C, Publisher's Statement 
September 30, 1957 


He said as chairman of the 
conference of the 11 Western 
governors, he can predict 


uled at Colorado 

closer cooperation between 
resources programs. 
do some spec- 


The season sh poth the com- 
petitive skiers and the mer 
A total of 3g different me 


areas. Some feature 
competition in 
ountry or the 
{ those events. 


ski 
Others have 
grueling cross-c 


few combine all o 
Four meets promise outstanding perform 
The University of Denver Winter Carnival. Jan. 18-19 at \49 months or in a year OF even 
ublisher: PALM 
“Jt must be done over a long- Represented Noti ER HOYT 
ionall by: 
MOLO Ng ake 
NEY, REGAN & SCHMITT, INC 


Winter Park, will bring som 
d we must have it 


skiers into competition 
er period, an 


The Steamboat Springs Winter Carnival, scheduled for 
Feb, 8 and 9, annually attracts the best jumpers in the world. lee non-partisan basis." 
The Roche Cup races in 6-8 will be possibly HIGHWAY PROSPECTS 

MeNichols told the ranchers 

federal highway 


Aspen March 
the best downhill and ion thi 
s nhill an slalom com ion this that the new 
a boost to 


petition in the nat 
designation will give 
nited States | their industry- 
9-23 for the national “You can't overestimate the 
sed extensively DY importance of this program,” 
MeNichols said. “lI think it’s 
t what ; ‘ 
conservative to say the inter- 
state designation will mean $50 
: ear to the state. 


season. 
And finally, skiers in the Uv 


will converge on Win 


the finest young 
ter Park March 2 


championships. This meet, cove 
nd television, will show to 4 large exten 


n the 1960 Olympics. 
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Along the Media Path 


American Exporter Publications 
entered its 4lst year, exclusively in 
export publishing, with 700 pages 
of advertising in the January, 1958, 


record $315,000 of export trade ad- 
vertising. 


e WSBT-TV, the South Bend 
Tribune station, celebrated its fifth 
anniversary Dec. 21. The station, a 
CBS affiliate, is the oldest uhf sta- 


tion in the country and the first in | 


that spectrum to televise a “live” 
show. 


e Yachting’s January, 1958, show 
issue is the largest in its 51 years 
of publishing. It contains 450 pages 
—233 pages of advertisements 
placed by 369 different companies. 


e Trade Publishers Inc., Los An- 
geles, publisher of the weekly Los 
Angeles Industrial News and four 
other publications, has doubled the 
size of its facilities in a move 
to 3342 W. Olympic Blvd. Mailing 
address is Box 3631, Terminal An- 
nex, Los Angeles 54. Los Angeles 
Industrial News is in its 10th year. 
Companion publications are Gen- 
eral Aviation News, a biweekly, 
and Pacific Mountain States In- 
dustrial News, Western Equipment 
Directory and Technical Societies 
Bulletin, all monthlies. 


e Bride & Hame was invited by 
Gimbel’s to co-produce its annual 
bridal fashion show which was pre- 
sented on Jan. 9 and again on Jan. 
16 at the New York store’s bridal 
fashion department. 


e The Christian Science Monitor 
has begun organizing plans for the 
marking of its 50th year as an in- 
ternational daily newspaper. The 
actual anniversary date is Nov. 25, 
1958. But the anniversary will be 
celebrated in a variety of ways 
during the year, including a 96- 
page anniversary edition on Oct. 
18. 


e Motor Boating marked its 50th 
anniversary with its December, 
1957, issue. 


e Packaging Parade, which re- 
cently announced a new size and 
format for the magazine, effective 
with the January, 1958, issue will 
introduce what is believed to be 
the first gatefold cover ever to ap- 
pear on a business publication. In 


- January, the flap of this gatefold 


is being utilized as a third page by 
the advertiser. Thereafter, it will 
contain a summary of the issue’s 


O880-F WMA 'N “BAY Hidid 44 9 1dBO O09 MBLiz7 BOWED 


WARE 


editorial content and highlights of 
outstanding editorial features. 


|}@ The Independent-Journal, San 
issues. The January issues carry a} 


Rafael, Cal., won first place among 
all newspapers in the U. S. enter- 
ing National Homes Week editions 
in the National Assn. of Home 
Builders’ annual contest. This was 
the third first-place victory of the 
newspaper in the competition. It 
also has won honorable mention 
twice. 


e The San Francisco Cc Bulletin 
is publishing a four-page newspa- 
per, “Review of the Week,” for 
distribution to grammar, junior 
high and high school students in 
Northern California studying cur- 
rent events, It is distributed as a 
public service to all public and pa- 
rochial schools. It carries no ad- 
vertising. 


|e Good Housekeeping has com- 
pleted plans with J. L. Hudson Co., 
Detroit department store, to dis- 
| Play a series of seven teen-ager 
rooms as part of the store’s “Good 
| Taste Exposition” in February. 
|e Space devoted to high school 
‘news has been doubled by the 
South Bend Tribune as the result 
of a survey among high school stu- 
dents. The survey showed that 91% 
of the boys and 94% of the girls 
|\whose schools were not included 
in the Tribune’s weekly, student- 
written high school page would 
read stories about their schools. As 
a result the space devoted to the 
coverage of high school news has 
been increased from one to two 
pages. 


e Continuing its program to 
strengthen its teen departments 
in stores from coast to coast, Sev- 
enteen will for the second suc- 
cessive year conduct a special Na- 
tional Fashion Council promotion 
in February in conjunction with 
139 department stores in the U. S. 


Mrs. Kiessling Mrs. L d 


Cranmer 


DIAMOND ANNIVERSARY—Toasting Grit’s 75th anniversary (with a 
piece of birthday cake) in December, 1957, is George Lamade, the 
newspaper’s publisher. Sharing in the toast with him are Mrs. La- 
made, Mrs. H. Kiessling and Ralph Cranmer, general manager of 


and Canada. 


e As a result of a survey done by 


the publication. 


Eugene Gilbert & Co., the Petersen 
automotive magazines are now 
pitching for consumer advertising 
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Advertising Age, January 20, 1958 


business on the ground that they 
provide an entry to the burgeon- 
ing youth market. First hit under 
this new campaign is an 18-page 
order from R. J. Reynolds for Win- 
ston cigarets: six four-color back 
covers in 1958 in each of three 
Petersen books: Hot Rod, Motor 
Life and Motor Trend, the first 
non-automotive business any of 
these magazines has obtained. 


e Beauticians Journal Inc., Chi- 
cago, publisher of Beauticians 
Journal, will add a national edition 
in March to provide coverage of 
Negro beauty salons across the 
country. The Chicago edition, 
which covers Chicago, Gary and 
Milwaukee, will be maintained “to 
support certain activities, includ- 
ing marketing research, to set pat- 
terns of approach to the entire 
Negro beauty market.” 

Guaranteed controlled circula- 
tion of the combined national and 
Chicago editions will be 26,500 to 
Negro beauty salons, owners and 
operators, “making it the largest 
in its field,” the publisher said. 


e Department of New Laurels: 

Circulation of the November is- 
sue of Redbook topped 2,546,000, 
a gain of 250,000 over the same 
month last year. 

Billings for WABC, New York, 
hit a record high during Novem- 
ber, topping November, 1956, by 
18%. 

With a total of 4,047 columns of 
advertising for 1957, McCall’s 
tops 1956’s total advertising linage 
by 362 columns. In dollar revenue, 
the magazine’s $21,700,000 for 1957 
is the highest in McCall’s 88-year 
history. It reflects a 25.4% increase 
over 1956’s record high of $17,- 
304,222. 

Ladies’ Home Journal closed 
1957 with the largest advertising 
revenue in its 74-year history. A 
record breaking total of $29,529,259 
was invested in the magazine this 
past year, an increase over 1956 of 
$3,593,890, or 13.5%. 

Net billings during 1957 for 
Playboy jumped to $405,608 from 
the previous year’s $118,172. 

Everywoman’s Magazine had an 
11.9% increase in linage for the 


February, 1958, issue over the com- 
parable issue in 1957. 

For 1957, ABC Television will 
have billings of approximately 
$81,200,000. Since October, the net- 
work has been billing at a rate of 
approximately $100,000,000 a year 
and for 1958 it hopes network time 
sales will exceed this total. 

WCBS-TV, New York, set a new 
high in 1957, with net advertising 
revenue exceeding that reported 
for 1957-1956 by 5.8%. 

The January, 1958, issue of Sun- 
set Magazine registered a 13% 
gain in advertising linage over 
January of last year. Sunset’s final 
report for 1957 shows 1,471 pages 
for the year. + 


JWT Opens 32nd Overseas 
Office in Amsterdam 

J. Walter Thompson Co. has 
opened its 32nd foreign office in 
Amsterdam. Described as a “con- 
tact office,” the Amsterdam office 
will work closely with JWT’s Ant- 
werp office in Belgium. Raymond 
D. Senior, head of the Antwerp 
branch, has been designated su- 


pervisor of the Amsterdam office, 
which is headed by Wessel Wessel, 
who formerly headed his own Am- 
sterdam agency. 

JWT’s Antwerp office previous- 
ly coordinated Belgian and Dutch 
advertising for such clients as 
General Motors and Pan American 
Airways. In the past, Thompson’s 
representative in the Netherlands 
was Smit’s Advertising. Among 
the Dutch clients to be handled by 
JWT, Amsterdam, are Douwl Eg- 
berts, maker of Moccona instant 
coffee, and some segments of the 
Unilever account. 


Two Name Robinson, Adleman 
Robinson, Adleman & Montgom- 
ery, Philadelphia, has been named 
to handle advertising and public 
relations for Moore & White Co., 
Philadelphia, and for Miami Beau- 
ty Corp., Cleveland. Moore & 
White, formerly handled by B. W. 
Stelle Advertising, Philadelphia, 
makes custom built machines for 
makers of paper and paperboard. 
Miami Beauty makes Miami mint 
chewing gum, a reducing agent. 


TPURCHASING Zépepiee 


PURCHASING AGENT TODAY... 


besides prices and deliveries ? 


Most of a modern purchasing agent’s time 
is occupied with top level thinking about the 
efficiency of his company’s operations. The 
key word is HOW. 


How to help reduce costs in production, 
handling materials, maintenance, shipping, 
packaging. 


How to improve the systems used for inven- 
tory control, warehousing, communications, 
interviewing suppliers, keeping records, mak- 
ing contracts. 


How to conduct effective value analysis 
meetings to reduce costs and improve the 
value of his own company’s finished products. 


How to assess today’s news. How to inter- 
pret actions of Congress and the administra- 
tion. How to read trends and figure whether 
prices are going up or down. 


Each of these “hows” represents a method, 
and you can take it from us—or if you prefer 
from the purchasing executive in your own 
company —that these methods take up the 
bulk of his time, his thinking. 


Because this is true, PURCHASING devotes the 
bulk of its editorial content to reporting, 
analyzing and evaluating the methods that 
help purchasing executives in their constant 
effort to improve the efficiency of all com- 
pany operations. 


However, the editors of PURCHASING cover 
three other kinds of information needed by 
purchasing agents. 


price trend information 


In modern purchasing you buy at a price... 
but you buy in a trend. Whether you buy 
now or later, how much you buy, depends 
more on the trend than on the spot price. 


Day to day prices are quickly obtained from 
the market and the daily press. Trend infor- 
mation takes longer because basic figures on 
industrial production, inventories, credit, 
employment, etc. are reported only once a 
month by governmental agencies. To meet 
this important need for trend information, 
PURCHASING presents trend charts in Pulse 
of Business every other issue. 


information from Washington 


In a similar way PurcHAsING interprets 
the trends behind spot news. Washington 
Report, a feature of every issue, is interpre- 
tive reporting by men experienced in pur- 
chasing and at the same time familiar with 
the sources of the kind of information pur- 
chasing men want. 


information on products and processes 


The modern purchasing executive obviously 
needs reliable information on new products, 
improved products, and manufacturing 
processes that his own company — or his sup- 
pliers—may be able to use to advantage. 
PURCHASING Magazine provides this useful 
information in every edition, but goes further 
than a “new product” section. Its editors 
select and edit this kind of information spe- 
cifically for the known needs of purchasing 
agents. 


a complete service 

Methods — trends — interpretation — prod- 
ucts and processes — these are the basic in- 
formation needs met every-other-Monday by 
the editors of PurcHAsING Magazine. Small 
wonder that PURCHASING leads on every front 
— circulation, readership, editorial content, 
editorial staff, editorial awards...or that ad- 
vertisers find it pays best to reach purchasing 


agents through the pages of PurcHAsING 
Magazine. 


a an 


205 East 42nd Street 
New York 17, N. Y. 
a Concver- Mast publication 


THE METHODS AND NEWS MAGAZINE FOR INDUSTRIAL BUYERS 
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\Hamm, Piel TV Ads 
Are ‘Most Admired’ 
by ARB Panelists 


New York, Jan. 14—For the fifth 
time Theo. Hamm Brewing Co.’s 
ltv beer ads have been rated the 
most admired commercials by 
American Research Bureau’s fam- 
ily panel. The survey covered the 
week of Nov. 6-12. 

Piel Bros. beer commercials came 
in second, as they did in the Octo- 
ber check, while Ford, which was 
in seventh place in October, moved 
up to third place in November. 
Maypo Oats cereal and Dodge- 
Plymouth shared fourth place. 

The ARB most-admired tabula- 
tion is based on mentions of the 
commercials by families belonging 
to ARB’s Diary of Television View- 
ing. The families indicate only 
what commercials pleased them 
most during the survey period. The 
results do not represent any meas- 
urement of audience size or the 
commercial’s sales effectiveness. 


s Hamm ads were mentioned by 
9.4% of the respondents; Piel’s by 
7.5%; Ford’s by 6.9%, and Maypo 
Oats’ and Dodge-Plymouth’s by 
6.3% each. 

Following the top five, the win- 
ning commercials were, in this or- 
der, for Revlon; Alka-Seltzer; Fal- 
staff; Chevrolet; Tip Top bread; 
Winston cigarets; Chesterfield cig- 
arets and Kraft Foods (a tie); 
Schlitz; Gillette; Seven-Up; Hit 
Parade cigarets; U.S. Steel, Robert 
Hall clothes and General Electric 
(a three-way tie), followed by a 
four-way tie among Ballantine 
beer, Dr. Pepper, Ivory soap and 
Sunbeam. 

15 of these commercials were on 
the October admired commercials 
list while four—Hit Parade, Robert 
Hall clothes, Sunbeam and US. 
Steel—are newcomers. + 


Merritt-Manheimer Bows 

John Merritt, formerly with J. 
Walter Thompson Co., and W. A. 
Manheimer, previously account ex- 
ecutive with Warren Wetherell & 
Associates, have opened their own 
advertising agency with offices at 
900 N. Lake Shore Dr., Chicago. 
The agency will offer a specialty 
service in the techniques of mer- 
chandising and sales promotion as 
well as advertising and public re- 
lations. 


BUILD With the Only 


Vaal ehaam Complete Listing 
of Over 3450 


Business, Farm 
and Consumer 
Magazines 


BACONS 


PUBLICITY CHECKER 
6th Annual 


' NEW 
alls for 1958 


RELEASE 
LISTS ! eae 


NEW PERMANENT OVER 2000 
NUMBERING | CHANGED 
‘New system gives permo- race 


nent serial numbers to 
eech magetine. Makes 


list building fost and easy. rated” | 


@ EDITOR CODED— Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 


magazines. Pin-points publicity— saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%" x 9%* 
size, 320 pages. Write for your copy today. 


PRICE $18.00 Sent on Approval 
Name 

Company 

Address 

City. State 


Bill: 0 Me 


0 My Company 


BACON'S CLIPPING BUREAU 
14 E. Jackson Blvd. Chicago 4, Illinois 
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Harper Joins North on Toni 

John Harper has joined North 
Advertising, Chicago, as a media 
supervisor in charge of time and 
space buying for Toni Co.’s Adorn, 
Hush, Silver Curl and Tonette 
products. He formerly was with 
D’Arcy Advertising Co. as chief 
time buyer on the Standard Oil, 
Monarch Foods and General Tire 
& Rubber accounts. 


Dedicated to 
helping you make 
your advertising 
more effective! 


‘si Tabs 


hos 73 p 
members ‘serving 301 pe mel 


Association of 
Publisher's Representatives 


70 East 45 St., New York 17, N. Y. 


y, 1958 APPROACH— 
Dan River Mills’ 
magazine and 
Sunday supple- 
ment ads, like 
this copy for the 
April 15 Look, 
will be keyed to 
an all-family ap- 
peal. Spot tv in 
major markets 

; : also will be 
rs : scheduled by 
| ). \ ~~ Grey Advertising 
= RLY. I: R in this spring 

campaign. The 

the fabric of Amminen tafe budget is up 25% 
over 1957 levels. 
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the new fashion we ivein = ™ Case - 
fader ears 


New Products Are 
Food Industry Hope 
in ‘58, Leaders Say 


Cuicaco, Jan. 14—The nation’s 
top food companies are depending 
on new products to sustain their 
prosperity and they plan extensive 
new market and product research 
to cull out in advance any duds. 

Despite intensifying competition 
they foresee some sales gains in 
1958, but hold little hope that 
profits will escape the cost-price 
squeeze. 

This consensus is expressed in 
a food industry forecast by the 
presidents or board chairman of a 
dozen top food companies. Their 
views appear in the January issue 
of Food Business. 

“The chief trends in the develop- 
ment and marketing of new prod- 
ucts during the coming year will 
be a continuation of the emphasis 
on added convenience and service 
features in both product and pack- 
age,” according to George H. Cop- 


Advertisers to the four corners of the earth gave the four editions of 


TIME INTERNATIONAL another big year. 


In 1957, advertisers invested more dollars than 
ever before in the globe-spanning editions of 
TIME International. 


These four editions carried over $8,000,000 
in advertising—12% more than in 1956 (which 
was also a record year). 


TIME International’s circulation is greater 
than ever before, too—more than 450,000*— 
11% more than in 1956. Every edition was up. 


*Publisher’s estimate. 


| Cialty companies. 
|smiths, Wallingford, Conn., on Jan. 


Advertising Age, January 20, 1958 


pers, president of National Biscuit 
Co. 

“But equally important,” Mr. 
Coppers adds, “will be the efforts 
to improve our methods for new 
product development.” 


s Along the same line, Nathan 
Cummings, board chairman of 
Consolidated Foods Corp., says, “It 
is increasingly apparent that in- 
dustry must become more selec- 
tive in the choice of the new prod- 
ucts it attempts to produce and 
promote for the simple reason that 
a very large percentage of all new 
products introduced on the market 
fail to last a year or more.” 

A major stimulus in prospect for 
the whole food industry, according 
to Paul S. Gerot, president of Pills- 
bury Mills Inc., is basic discoveries 
being made in the field of food 
preservation. Such _ discoveries, 
says Mr. Gerot, “may bring into 
being whole new varieties of prod- 
ucts of permanent significance to 
our way of life.” 


® Labor is developing into the cru- 
cial factor in 1958 business in the 
view of two food company presi- 
dents. William G. Karnes, presi- 
dent of Beatrice Foods Co., sees la- 
bor affecting the food business in 
two major ways: First, he says, the 
continuing concentration of labor 
in the big cities has given crucial 
impetus to the development of new 
kinds of food processing and food 
marketing. 

On the other hand, he says, “la- 
bor costs in all branches of indus- 
try have outrun the other factors of 
production. This can conceivably 
put brakes on the pace of the eco- 
nomic expansion until it is correct- 
ed by the necessary expansion of 
the labor force.” 


® The general business outlook is 
“good—better, as a matter of fact, 
than last year,” according to Rus- 
sell J. Hug, president of General 
Baking Co. He cited a recent sur- 
vey by the National Assn. of Manu- 
facturers showing that the vast 
majority of NAM members expect 
1958 sales to equal or better 1957. 

But he also noted that the same 
NAM study indicates that only 
about 33% expect profit gains in 
1958, while 20% expect further 
losses. 

“Herein, it seems to me, lies the 
greatest danger in 1958,” Mr. Hug 
said. The steadily declining profit 
margin for food manufacturers is 
“something to be avoided at all 
costs. . . We need no crystal ball 
to predict that a further tighten- 
ing of profit margins can endanger 
our entire economy, industry and 
working man alike.” # 


Two Mergers Announced 
by Silverware Companies 

Two silverware manufacturers 
have announced mergers with spe- 
Wallace Silver- 


6 acquired the American Wind- 
shield & Specialty Co., Milford, 
Conn., manufacturer of Puritan 
fireplace equipment. The company 
has been reorganized as Puritan 


| Fireplace Furnishing Inc., a divi- 


sion of Wallace. The silverware 
company also owns General Plas- 
tics Ltd., manufacturer of molded 
dinnerware. 

International Silver Co., Meri- 
den, Conn., merged Jan. 1 with 
Eyelet Specialty Co., Waterbury, 
Conn., maker of lipstick cases, 
closures and electrical specialties. 
International reports it regards di- 
versification and new product de- 
velopment as “immediate answers 
to the continuous increasing com- 
petition from Japanese manufac- 
turers of steel tableware.” 


O’Connell Returns to Towle 
John S. O’Connell, who retired 
in December, 1956, as vp of Towle 
Mfg. Co., Newburyport, Mass., sil- 
versmith, is returning to the com- 


pany as a consultant. He had been 
associated with Towle for 46 years. 
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| magazine 


all the flexible power, 


great newspaper...plus — 


i 


Akron Beacon Journal 

Atlanta Journal and Constitution 
Columbus Dispatch 

Denver Post 

Houston Chronicle 

Indianapolis Star 


. 


saturation coverage 


Louisville Courier-Journal 

Newark News 

New Orleans Times Picayune States 
Phoenix Arizona Republic 

St. Lovis Globe Democrat 
Toledo Blade 
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Just off the press 
3 NEW DIRECTORIES 


FOR 1958 
DIRECTORY OF COLLEGE MEDIA 


Information on 1700 college newsp 


— ae 


Coming 
Conventions 


% magazines and radio stations PLUS ° "How 
Es to Advertise, Publicize and Sell to College 
te Students’’ by leading college market ex- 
pert 


DIRECTORY OF 
MAILING LIST HOUSES 


Save Time and Money by buying your 
mailing lists from companies specializing 
in the lists you Complete informa- 
oe. om over 400 list companies in the 


$10. 
DIRECTORY OF COLLEGE STORES 


College stores are now selling clothing, 
novelties, gifts, housewares, sporting 
goods, cosmetics and drugs, stationery, 

liances, etc., and are always looking 
for new items. Directory lists over 2000 
college stores, name of buyer, lines car- 
ried plus special section ‘“‘How to Sell to 
The College Market’’ by leading college 
market expert. $15. 


bk ORDER YOUR FREE 10 DAY 
sia EXAMINATION COPY Tobay| 


B. KLEIN 8 CO. NOP 10! wey aL antec 
< 


} *Indicates first listing in this column. 

| Feb. 19-21. Continental Advertising 
Agency Network, annual convention, Ho- 
tel Warwick, Philadelphia. 

Feb. 21-22. Northwest Daily Press Assn., 
39th annual meeting, Hotel Radisson, Min- 
neapolis. 

Feb. 23-25. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

March 3-4. New England Newspaper 
Advertising Executives Assn., winter 
meeting, University Club, Boston. 

March 9-16. Assn. of Railroad Advertis- 
ing Managers, Mayflower Hotel, Wash- 
iated Busi Publica- 
Hotel 


tions, annual eastern conference, 
Roosevelt, New York. 

April 16-17. Point-of-Purchase Adver- 
tising Institute, Hotel Sheraton-Astor, New 
York. 


April 17. University of Michigan, 5th an- 
nual advertising conference, sponsored by 


the departments of journalism and art 
and the school of business administration, 
in Ann Arbor 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, Tam- 


pa. 

April 24-26. American Assn. of Advertis- 
ing Agencies, annual meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

April 27-May 1. National Assn. of Broad- 
casters, Biltmore and Statler Hotels, Los 
Angeles. 

April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York. 

May 4-7. National Newspaper Promotion 
Assn., national convention, Penn-Sheraton 
Hotel, Pittsburgh. 

May 5-7. Assn. of Canadian Advertisers, 
annual meeting, Royal York Hotel, Toron- 


May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto. 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roosevelt, 
New York. 

May 25-28. A Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 


jated Pluei 


May 25-29. National Business Publica- | 


tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C. 

*May 26-30. American Management 
Assn., national packaging exposition, New 
York Coliseum. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 9-11. Assn. of National Advertis- 
ers, spring meeting, Drake Hotel, Chicago. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B. C. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation 
Seminar for Business Publications, Edge- 
water Beach Hotel, Chicago. 

Sept. 5-8 Mail Advertising Service 
Assn., 37th annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 22-23. National Business Publica- 


a 
Reach th 


= 


or better! 


The Mecanica Popular Reader 
...@ Survey: 


High Income: Average $5,716—exceptional 
by Latin American standards! Nearly three 
fourths of the readers are in the upper or middle 
income brackets—13% make $10,000 a year 


Well Educated: Better than 87% have attained 
more than a grammer school education. 31.7% 
have attended a university or college. 16.4% 
have attended a commercial school. 11.4% have 
attended a trade school. 


Mature: 89.1% of the readers of Mecanica 
Popular are 21 years of age and over. The 
average reader is 35. 


Head of Family: 72% of Mecanica Popular's 
readers are the head of the family—and 
Mecanica Popular families are big! 15.5% of 
them have 7 or more members. The average 
number of people in a Mecanica Popular’s house- 
hold is in excess of 5. 


Homeowner: 63% of Mecanica Popular's read- 
ers own their own homes and automobiles. 


Top Executive: 69% of Mecanica Popular's 
readers hold Executive, Managerial or Super- 
visory positions. 46% are Presidents, Owners, 
Partners. 21% are Managers, Department 
Heads, Foremen, Assistants. 


Man of Means: 70% of Mecanicas Popular’s 
readers are investors. Of these 56.7% own land 
or property other than that on which they reside. 
27.9% have corporate stocks. 9.5% have cor- 
porate bonds. 4.9% have government bonds. 
1.8% have municipal bonds. 


Heavy Purchaser: 74.1% of Mecanica Popu- 
lar’s readers personally specify or influence the 
purchases of equipment and material for their 
companies or departments. 58% own portable 
electric tools. AND WHEN THEY PURCHASE MATERIALS, 
EQUIPMENT AND PARTS—81.9% of MECANICA POPULAR 
BUSINESSMEN PURCHASE FROM THE U.S. A.! 


* One of five top-readership 
that get you to the men with the power to buy—in Latin 
America, France, Germany, Sweden and Denmark. 


POPULAR MECHANICS International EDITIONS 


Chicago, Illinois 


sneesuvescnssesnsspecwsesqesoadpesoes 


bord 
Number of Mecanica Popular 
Readers Buying 
in Specific Categories 
Agricultural Equipment..28,558 Hospital Equipment.... 3,570 
Agricultural Supplies...25,137 Hospital Supplies...... 3,421 
Automobiles......... .34,614 Household Appliances. . 29,748 


Automotive Parts 


Industrial Machinery 


& Accessories... .. .-52,951 (heavy)..........+. 22,460 
Automotive Service Industrial Supplies. ... . 27,814 
Equipment.........25,286 Office Equipment...... 29,153 
Boots & Nautical Office Supplies. ...... 35,102 
Equipment......... 4,760 Paper& Paper Products.28,558 
Chemical...........-25,732 Petroleum Products... .16,510 


Construction Equipment. 18,295 
Construction Materials. .39,416 
Drugs & 

Pharmaceuticals. .... 13,461 


Parts & Equipment. . 
Shop Tools (metal)... .. .51,31 5 


Electrical Equipment....44,325 Truck Equipment.......22,906 
Electrical Supplies. ....40,309  Trucks....seeeeeeeees 23,055 
Electronics, Shop Tools (wood)... ..25,286 

Communications.....12,048  Other.sesseecessesees 1,577 


international editions 


200 East Ontario . 


Advertising Age, January 20, 1958 


*K 
WHAT IS THIS? 


Something you can't accom- 
plish while coughing. *A 
kiss. Banish a tickle in 
your throat when you're 
feeling affectionate, and 
any other time, with sooth- 
ing Allenburys Pastilles. 

If you'd rather talk, at all 
times, Allenburys clear the 
voice, too. And they taste 
of English black currants, 
ripe. 


Allenburys Pastilles 
at your druggist 


Manufactured in England by 


ALLEN & HANBURYS LTD. 
Established 1715 


WHAT'S iT?—Cartoon puzzlers are 
featured in a new campaign for 
Allenburys Pastilles which in- 
cludes multiple insertions in The 
New Yarker and Playbill from Jan. 
11 to March 8. L. W. Frohlich & 
Co.’s subsidiary, I.M.S. Inc., is the 
agency. 


tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Nov. 3-4. National Business Publications, 
Chicago regional conference, Drake Hotel. 


‘Call’ Names MacPherson 

Gordon E. MacPherson has been 
named advertising manager of the 
Call, Woonsocket, R.I., succeeding 
James A. Mahoney, who is retiring 
after 20 years as manager. Mr. 
MacPherson formerly was with 
the Caledonian-Record, St. Johns- 
burg, Vt. 


‘Pantagraph’ Names Manager 
Carl Nierstheimer has been 
named national advertising man- 
ager of the Pantagraph, Bloom- 
ington, Ill. He formerly was vp and 
office manager of the Prairie State 
Insurance Co., Bloomington. 


BOOST 
SALES 


Give Your Prospects This 


New HAND-KUTTER” 


Click! 


A Razor-Blade Knife 
Click! 
Safe for Pocket or Purse! 


Wonderf ult opening cartons, 


and all kinds of trimming or clipping 

jobs around the office, shop, or home. 
Low Priced! FREE SAMPLE 

and quontity price list upon request 


KENWORTH MANUFACTURING CO. 


12315 W. Lisbon Ave. @ Milwaukee 10, Wis. 
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EVEN 

A 

RIVER... 
Is 
SATISFIED 
WITH 


JURCE: 


And no river known to man is 
quite so complicated as the ad- 
vertising agency business is to- 
day . . . with ill-timed floods of 
national copy to be controlled 
by efficient production. 

When you have color copy 
scheduled to run both letter- 
press and gravure, the one best ' 
procedure is to buy from one 
source: C M & H. 
Simplification of production is 
only one advantage. Our Gra- 
vure Division SPECIALIZES 
in making and properly proof- 
ing gravure positives for na- 
tional advertising. What we z 
have learned about fine photo- 
engraving for national adver- 
tising during the past quarter 
century, serving advertisers 
and agencies ftom coast to 
coast, is applied in our gravure 
as well as our letterpress divi- 
sion. The result is a matched 
standard of quality not possi- 
ble from multiple sources. 
Direct your orders for fine 
photoengravings, the best that 
can be made in letterpress and 
gravure, to the one best source: 


—- 


America's finest photoengraving 
plant for letterpress and gravure 


333 West Lake Street at 
Wacker Drive, Chicago 6, Illinois 
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‘I've Made Beauties, Seen 


Some’... 


Retired Frank Braucher Ponders 
New Career as ‘Mistake Consultant’ 


Former Head of MAB, 
PPA Looks Back on 50 
Years in Magazine Field 


New York, Jan. 14—For the first 
time in 50 years, the magazine 
business is officially without Frank 
Braucher, who retired Jan. 1 as 


president of the Magazine Adver- | 


tising Bureau, Periodical Publish- 
ers Assn. and Publishers Informa- 
tion Bureau. 

The looming, white-thatched fig- 
ure of Frank Braucher was a land- 
mark on the Madison Ave. steppe; 
the lined, mobile face (variously 
described as that of a German Fred 
Allen or a disillusioned Roman 
senator) was familiar at all the 
meetings of the advertising busi- 
ness; the man’s acquaintance in ad- 
vertising was legendary. The grav- 
elly voice, the fast quip and the 
pungent language were his trade- 
marks. 

Frank Joseph Braucher (pro- 
nounced to rhyme with tower) got 
into the magazine business in 1908 
with Review af Reviews, in Chi- 


“I’m going to be.. 


|circulation manager, or the editor, 
or the advertising director when 
they needed help—they had to take 
|the old tools and resharpen them.” 
He spent the years of 1908 and 
1909 with Review of Reviews, and 
lin 1910 became western manager 
jof Scribner’s. 

| He still believes in initiative and 
improvisation on the part of sales- 
men. He still firmly believes that 
magazine salesmen should sel] the 
editorial content of the book—“the 


it is still the only way to differenti- 
ate between magazines. Figures 
and statistics don’t produce that 
differentiation.” 

And old magazine man Braucher 
(he sometimes refers to the years 
1937-1941 as “my weekend in ra- 
dio”) insists that “the magazine 
| space salesman is outstandingly the 
best media salesman today.” 


® However, Mr. Braucher owns up 
\to a misgiving: “I could be sus- 
|pected of being a pleasant old gent 
living in the past. I do not think 


' present-day advertising selling re- 


.a mistake consultant” 


cago. For the next half-century he | quires the originality and resource- 


was salesman, ad director and sen- 
ior statesman of the business, and 
he expects to continue to be close 
to it. 


s “I plan,” Mr. Braucher said last 
week, “to take a long rest, go to an 
afternoon movie, do a little side- 
walk superintending, write a letter 
to the New York Times, improve 
my piano playing (I play about 
one step above ‘Chopsticks’) until 
I can hit the right note with my left 


hand. When I’ve bored my family | 


enough, I’m going to see if there’s 
a publisher somewhere who thinks 
he’s on the verge of making a mis- 
take. 

“I’m going to announce myself 
as a mistake consultant,” he said 
with a grin, “I’ve made some beau- 
ties—and I’ve seen some beauties 
made.” 


s Young Frank Braucher started 
in the newspaper business—after a 
year of high school in Lincoln, IIL, 
where his father ran a hotel “with 
a saloon attached.” Some time later 
he was a special student at De 
Pauw University, but basically he 
was educated in the city rooms of 
newspapers—the Lincoln Courier; 
the Illinois State Register and 
Springfield Evening News; the San 
Francisco Chronicle, and the Los 
Angeles Times. 

He got into magazine space sell- 
ing in Chicago. He couldn’t have 
picked a better place—for then, as 
now, the Chicago offices tend to 
provide advertising directors for 
New York magazines. “Naturally,” 
Frank says in retrospect, “because 
the western managers had no 
crutches. They couldn’t run to the 


fulness it did when I came to New 
York (the basic Braucher kit for 
Woman's Home Companion in 1915 
was a looseleaf binder with a cir- 
culation statement, facts about dif- 
ferent departments in the maga- 
zine, and copies of letters). 

“Probably it’s a natural develop- 
ment that in present day selling 
the publisher should produce pres- 
entations covering every facet of 
his medium—and I made my own 
contribution as an advertising di- 
rector to that trend. 

“Yet it almost seems to me now 
that an advertising director wakes 
up at 3 a.m. in a cold sweat, hit by 
the thought that the previous day 
he found a salesman thinking for 
himself. So he rushes to the office 
and starts a new presentation. 

“I repeat—I was guilty in that 
respect myself.” 


@ Mr. Braucher came east in 1915 
to join Crowell Publishing Co. 
From 1922 to 1937 he was a vp, ad- 
vertising director and a director. 

In that capacity he trained a host 
of top-flight sales and advertising 
men. Among the men he hired are 
such luminaries as A. H. (Red) 
Motley, William B. Carr, John Mc- 
|Latchie, John Morrissey, C. J. La- 
Roche, E. A. (Bud) Schirmer and 
E. P. (Spike) Seymour. 

The distinguished alumni were 
the “Crowell type,” as agency men 
used to say when they recommend- 
ed a prospect to Mr. Braucher for 
interview. They were a fast-mov- 
ing and aggressive team, with a 
fairly firm prohibition—they were 
not to discuss and denigrate the 
competition. “It was a way to get 
| tired,” Mr. Braucher says in retro- 


solid-type sale is the editorial sale; | 


| 


spect. Crowell men were supposed 
to stick to selling their magazines 
and avoid discussing others. 

He left Crowell-Collier in 1937. 
(Left is a word to which he takes 
objection: “Let’s get the record 
straight—I didn’t ‘leave’ Crowell- 
Collier; I was fired.”) He left “in 
the same boat with Lee Maxwell,” 
his boss at the company. He left a 
nucleus of sales-trained men who 
carried the company for nearly 20 
years. 


s Last fall one of them described 
his first lesson from Mr. Braucher. 
To a packed Waldorf meeting of 
the Magazine Publishers Assn. Bud 
Schirmer, now exec vp of Camp- 
bell-Ewald Co., recalled, “My first 
visit to the voss’ office was a rath- 
er harrowing experience... That 
is when I first heard anything 
about the real fundamental values 
in magazines. I have never forgot- 
ten how that bushy-haired, long 
lean gentleman (and boy, what a 


ger at me and with a conviction 
that I haven’t forgotten to this day, 
said, ‘Never forget that the acid test 
of advertising value is editorial 
influence.’ 

“He explained to me that circula- 
tion merely represented a quantity 
of that influence and that circula- 
tion volume was not necessarily a 
yardstick of value. He told me a lot 
of other things that I never forgot, 
and the things that he said are just 
as true today as 27 years ago!” 


® Those years were marked by an- 
other permanent fix in the Brauch- 
er character—his devotion to the 
15%. Mr. Braucher sold advertis- 
ing, although his magazine—Scrib- 
ner’s—would not join the fledgling 
Audit Bureau of Circulations; he 
sold advertising through the estab- 
lishment of the standard 15% agen- 
cy commission; he sat through 
meetings where advertisers tried 
to break it down to bill directly; he 
went through the stormy years of 
the depression, when the Young 
and Haase assessments of the 15% 
rocked the advertising business. 


salesman he was!) pointed his fin- | 


“...I always got along better with the tough guys...” 


Photos by Syd Schonbrunn, of Schonbrunn-Ives 


Five years ago he told AA in a 
letter: “At a meeting a number of 
years ago between publishers and 
advertisers at which time the agen- 
cy commission was under discus- 
sion, it was suggested that agency 
commissions should be paid on a 
graded scale, on the theory that 
agents were overpaid on large ap- 
propriations. 

“I made the point that no such 
system possibly could be worked 
out, and that if 15% represented 
too much compensation to some 
agencies, the publishers were will- 
ing to pay it on the basis that a 
flat 15% to all was still the most 


“For the goad of your business.” 


economical method they had yet 
found for the conduct of their busi- 
ness.” 

From the beginning of the anti- 
trust investigation, he steered away 
from any comment, and he still 
makes none. But privately he still 
tells friends he regards the 15% as 
the keystone of the ad business. 


# From Crowell he went into his 
“weekend in radio,” which lasted 
from 1937 to 1941, when he was vp 
and a director of WOR, New York. 
At the station, Percy Strauss was 
intent on building a distinguished 
outlet (the great merchant used 
to talk about WOR becoming the 
“New York Times of radio”) and 
Frank pitched in happily. But as 
Mr. Strauss’ health failed, commer- 
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“...1 don’t mind 
the flea bites— 
they’re complete- 
ly superficial...” 


cials Frank had shoved off in the 
early days reappeared, and “I 
gradually lost interest.” 

Mr. Braucher still takes a fairly 
dim view of some copy claims. He 
Says that in some respects “at a 
time when physical production— 
the techniques—have reached a 
new high, the copy content has de- 
teriorated.” He notes in particular 
an increase in competitive claims. 
For a dozen years after he came to 
the Periodical Publishers Assn. in 
1941, he headed the copy advisory 
committee’s magazine division, 
which operated primarily on com- 
plaints arising from competitive 
claims. It was independent of PPA. 


s The PPA operation required dis- 
cretion and diplomacy and tough- 
ness. By turns Frank Braucher 
demonstrated all three. The details 
of PPA’s intimate financial knowl- 
edge of agencies might as well have 
been locked inside Fort Knox. Over 
the years he dealt pleasantly with 
aroused agency men (“I have PPA 
recommendation, and the Purple 
Heart that goes with it,” snapped 
an agency president attending a 
1952 meeting of the Affiliated Ad- 
vertising Agencies Network). Fi- 


inally, where necessary, PPA (usu- 


ally in the formidable person of 
Florence Ficke, PPA secretary) 
warned agencies to improve their 
cash position. Some agency men 
came appealing to Mr. Braucher, 
who was imperturbable. “It’s for 
the good of your business,” he told 
them firmly. 

Looking back, Frank Braucher 
thinks the advertising business may 
be headed for the same kind of 
criticism that came to it in the 30s. 
Current novels about advertising 
don’t bother him—‘“They’re com- 
pletely superficial. This business 
by its nature is susceptible to the 
jibes of two-bit satirists; I don’t 
mind the flea bites—but I do mind 
books like ‘100,000 Guinea Pigs,’ 
‘Skin Deep’ and ‘Your Money's 
Worth.’ I think advertising is rap- 
idly becoming vulnerable to 
screeds like these again...” 


® He headed the Magazine Ad- 
vertising Bureau as president from 
the time of its inception late in the 
war years. 

Looking back on selling, Frank 
thinks he liked the hard guys best 
among the space buyers and adver- 
tisers. “I always got along better 
with the tough guys—the s.o.b.s,” 
he said. Among the many advertis- 
ing salesmen he’s known, he still 
tips his hat to the late William R. 
Boyd, ad director of Curtis Pub- 
lishing Co. “He was tops,” Frank 
says, candidly. “He out-thought us 
all—and through C. C. Parlin he 
made a tremendous contribution to 
marketing.” 

The magazine publishers and ad- 
men will be holding a testimonial 
luncheon for Frank in a few weeks. 
It will be an acknowledgment of 
his service to the magazine indus- 
try and his personal selling ability. 

“Man,” an ad agency president 
once told an ADVERTISING AGE re- 


porter, a faraway look in his eyes: 


|““When he was selling, he really 
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sold. It was like the difference be- 
tween a little Wurlitzer and Jesse 
Crawford in Radio City with all the 
stops pulled out.” 


® But an equally important part of 
Mr. Braucher’s influence was his 
astringent personality and ready 
wit. A reporter once called Mr. 
Braucher, beginning his conversa- 
tion with, “This is Joe Smith from 
the Business Bugle and...” 


“That’s an act of God,” inter-| 


(Continued fram Page 2) 
the other major media. And, for | 
thousands of small businesses, di- | 
rect mail is often the only adver- 
tising medium they can afford to 


use, 


jected Mr. Braucher, “and there’s | 


nothing I can do about it.” 

West Coast agency men still re- 
member a meeting of agencies in 
Santa Barbara, which had been 
rocked by an earthquake the pre- 
ceding evening. At three o’clock 
the following afternoon, with 
Frank Braucher speaking, the au- 
ditorium suddenly shook again. Mr. 
Braucher stopped as he, the audi- 
ence and the chandelier all swayed 
crazily. “I must be terrific today,” 
he quipped, and apologized for not 


having an orchestra to quiet the) 


panic. + 


progress in 1958 in its technologi- 
cal aspects,” he said. “As new pa- 
pers, new inks, and new printing | 
processes are perfected, direct 
mail format and presentation are 
changing with the times, and with 
the needs of business, to communi- 
cate more effectively with the 
reader. 

“Moreover,” Mr. Burdge said, 
“direct mail can be made as per- 
sonal as the advertiser wishes to 
make it. Some companies use it 
'because it is selective, while others 


Direct Mail Volume Was Up 8%, 
Hit $1.7 Billion in ‘57, Burdge Says 


|}use it in order to reach everyone 
in a certain community or indus- 
try or profession. 

“At the DMAA, now in its 40th 
year of service to users and pro- 
ducers of direct mail advertising,” 


|Mr. Burdge said, “the program for | 
|# “Direct mail will make further | 


1958 calls for continued expansion 
|in services offered to members and 
\to the industry. New research re- 
ports will be issued on results of 
direct mailings. Workshops, al- 
ready covering the pharmaceuti- 
cal, industrial, book publishing, 
circulation and fund raising fields 
will be expanded into other fields. 
Cooperation with universities in 
developing courses in direct mail 
will be developed further, and a 
new film on direct mail’s essential 
functions and services is now al- 


business organizations. 

| “The DMAA library, consisting 
of hundreds of complete direct 
/mail campaigns and thousands of 
individual mailing pieces, all in- 
|dexed and classified, will be ex- 
|panded this year, and made even 
|more valuable to members for ref- 
erence and study. This library,” he 
'said, “is unique in the advertising 
rend # 


‘McCann (London) Appoints 

Hereward Phillips, British pub- 
\lic relations consultant, has been 
appointed director of Communica- 
tions Counsellors International, pr 
jsubsidiary of McCann-Erickson 
| Advertising, London. Mr. Phillips, 
vice-chairman of the Institute of 
|Public Relations, has been an in- 
dependent consultant since 1945, 
serving such clients as the British 
Iron & Steel Federation, the U. S. 
Information Services, British Gas 
Council and the governments of 
Ethiopia and Cyprus. He will join 


| the board of McCann-Erickson Ad-) 


most ready for showings before|vertising. 


|cisco publisher. 


Pay TV Newsletter to Bow 

“Pay-TV Newsletter & Digest,” 
a bi-weekly publication for the pay 
tv industry, will be initiated Jan. 
27 by Edward J. Cory, San Fran- 
The newsletter, 
pay tv’s first trade publication, ac- 
cepts no advertising. Subscription 
rate is $7.80 for 26 issues. Circula- 
tion is expected to be in excess of 
10,000. 
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Allegheny Conference on Community Development Guides Pittsburgh's Revival: Members of the Executive Committee as of May 1956, present for LIFE’s photograph for the issue of May 14, 1956. Standing (left to right): 
James F. Hituman (Harmon Creek Coal Co.), Lawrence C. Woops, Jr. (Pittsburgh Bicentennial Assoc.) , Joun A. Mayer (Mellon National Bank & Trust Co.), Joun T. Ryan, Jn. (Mine Safety Appliance Co.), Rowext C. Downie 


(Copperweld Steel Co.), A.W. Scumunt (A. W. Mellon Educational and Charitable Trust), Jawes M. Bovarp (Carnegie Institute), Cant B. Jansen (Dravo Corp.), Wutiam H. Rea (Oliver Tyrone Corp), A. H. Burcurieip 
(Joseph Horne Co.), Geonce D. Locxuart (Attorney-at-Law), Stoney A. Swensaun (Public Auditorium Authority of Pittsburgh and Allegheny County), Pank H. Martin (Allegheny Conference). Sitting (left to right) 
Letanp Hazanp (Pittsburgh Plate Glass Co.), Eowanv R. W e1vcet (Former Pres., Mellon Institute), Axruur B. Van Buskirk (7. Mellon and Sons), Witttam P, Syyven mt (Shenango Furnace Co.), Currronv F. Hoop (United 

States Steel Corp.), 1. W. Wirson (Aluminum Company of America). | 


How people respond to [da in 


ne 


/ 
| 
What does a city do when slums and soot 
and apathy sap its vitality . . . when real 


estate values fall and business moves else- 


where? This is the problem of many cities 


today... and it’s being tackled magnificently 


MAYOR DAVID LAWRENCE by Pittsburgh. 


HE RENAISSANCE of 200-year-old Pittsburgh has justly been called 

*Mellon’s Miracle,” but it could only be accomplished by the en- 
thusiasm of many citizens. They have worked unselfishly for a 
cleaner, healthier city... and the results are inspiring. 


The famed Golden Triangle, Pittsburgh’s 330-acre business dis- | 
trict—a blighted shambles 10 years ago—today gleams with new 


Psychologists Dr. B. yon Haller Gilmer, Pittsburgh Symphony benefits from LIFE- 


Dr. K. Moyer: “Text books quoted LIFE’s inspired volunteers. Pres. Charles Denby 
article on psychologically designed toys; (left) to Conductor William Steinberg, “It 
manufacturers asked us to design toys; gave our volunteers a lift, stimulated them 
world-wide letters showed that people to further efforts when LIFE gave public 


truly understood LIFE’s report.” recognition to the value of their cause.” 


Mellon Institute Leaders applaud LIFE’s impact. General Matthew Ridgway (right), 
Chairman of the Board of Trustees and Dr. Paul J. Flory, Executive Director of 
Research, comment, “The vivid LIFE photographic story of Pittsburgh's renais- 

. sance added depth and impact by reaching a vast segment of America. It helped in- 
spire other communities to follow our proved pattern of rejuvenation.” 
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The Golden Triangle and the man who made it shine. been building a new city, a new way of life through 


Once shrouded in smoke, crowded with dilapidated united action of the whole commusity, requiring a 
buildings and traffic jams, it’s a testimonial to the vigor well-informed public. LIFE’s portrayal of our re- 
of Pittsburgh’s revival, led by Richard K. Mellon (right). building and the way the editors have told this story 
Summarizing LIFE’s role, he says, “Pittsburgh has have made a real contribution to progress here.” 


ITTSBURGH 


buildings, bridges, expressways and 36-acre Point Park. And mil- 
lions have been given for educational and cultural developments. 


LIFE has reported many phases of Pittsburgh’s revival, and in the 
new Pittsburgh, LIFE plays an important role. For, as all over the 
country, LIFE reaches more than 3 out of 5 households in the 
Pittsburgh metropolitan area in a 13-week period... and people in 
Pittsburgh, as elsewhere, respond to LIFE. : 


/ . ‘ oa ee , : d , Lumber Yard Booms. ‘After LIFE’s do-it-yourself article, manufacturers and suppliers 2d | 
Pittsburgh is still building, still seeking. And LIFE will continue recognized an unexplored field that could open large new markets,” say S. L. Lifeher . 
to stimulate its citizens. On these pages you ll find dramatic examples (center), and Warren Sinnhuber (right), Mark Lumber & Supply Co. “Letters, phone i 
that show exciting things happen—and keep on happening—when- calls, visits came by the hundreds. Operators came from as far as Canada and Mexico; iy 
ever a person, a product or a city appears in the pages of LIFE. an information exchange was set up with one 21-branch company. We leased new un- 


loading facilities from a railroad president who read about us in LIFE, and were finally 
able to get a loan which helped finance our rapid growth.” 


BEA 9 Rockefeller Plaza, New York 20, N. Y. 


Business Leader H. J. Heinz II. President, industrial Leader knows LIFE’s power. Steel Leader Benjamin Fairless, speaking Doctor |. A. Mirsky, Prof. and Chairman. 
H. J. Heinz Co.: “LIFE’s Pittsburgh story Westinghouse Electric Corp. Board Chair- of Pittsburgh's cooperative effort of private Dept. of Clinical Science, U. of Pitts. Med. 
gave a boost to the entire area. Many in- man Gwilym A. Price says, “LIFE’s excel- 


enterprise and local government: “In its School says, “LIFE enlightens the public 


quiries from opinion-makers and leaders —_ lent photographs of our Rayescent Light- pictorial treatment of new Pittsburgh, LIFE about controversial issues. The psychiatry 
around the nation were real evidence of ing aroused tremendous public interest in caught the spirit of change and furthered series revealed various schools of thought, 


LIFE’s national coverage and influence.” _ this, contribution of industrial research.” the program through sound reporting.” yet showed the real progress made.” 
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58 
are all in trouble.” |cializing in advertising, public re- . 
e Alderman Alfred I. Harris of St. | lations, broadcasting and sales pro- Oliver Simmons, 76, 


San Francisco 
Louis again failed to introduce his | ™°tion. Offices are at 259 E. Wells ‘Tea & Coffee Jour nal’ 
M I ‘ lidl advertising tax proposal at last | t., Milwaukee. : 
ayor S 0 ] y Friday’s regular meeting of the’ Publisher, Is Dead 


board of aldermen, despite his pre- Hilson Offers Service 


e 1 viously announced intention to do| Frank Hilson, for 12 years in the} NEw York, Jan. 14—Oliver W. 

Against Ad Tax | so. # advertising and sales promotion |Simmons, 76, publisher of the Tea 

department of American Viscose|& Coffee Trade Journal, died Jan. 

: _Riepenhoff Forms Agency \Corp., has hung out his shingle as|10 at his home in Montclair, N. J., 
(Continued fram Page 2) _ __ Lou Riepenhoff, formerly pro-/a sales promotion specialist, oper-| after an illness of four months. 

Baltimore organization, but he said| motion and publicity director of |ating from his home at South Sa-| Mr. Simmons joined the monthly 


it came from a group supporting| WISN and WISN-TV, Milwaukee, lem, N. Y., on a service arrange-| business publication in 1911 after 


the local ad tax, which was put/has formed his own company spe-!| ment and on special assignment. several years’ experience in other 
into effect in the Maryland city 
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businesses. For many years he was 
advertising director and in 1954 
was named publisher, after the 
death of the founder, William H. 
Ukers. 


FRANK K. GLEASON 

Cuicaco, Jan. 14—Frank K. 
Gleason, 60, vp and sales manager 
of E. J. Brach & Sons, candy man- 
ufacturer, died yesterday in Oak 
Park Hospital. A resident of sub- 
urban River Forest, Mr. Gleason 
was affiliated with Brach since 


Jan. 1. 

Mr. Christopher is a candidate 
for the Republican nomination for 
the U.S. Senate this year. 


® In Maryland, circuit court Judge 
Joseph L. Carter set March 1 as the 
tentative date for hearing the civil 
suit brought against city officials 
by 16 complainants who ques- 
tion the validity of the ad tax 
ordinances. 

The complainants, representing 
press, radio, television, outdoor, ad- 
vertisers and retailers, met Jan. 10 
to consolidate their suits. They. 
agreed to form a committee which 
would prepare a consolidated case 
against the city. 

The ordinances impose a 4% tax 
on advertising and a 2% tax on 
gross advertising receipts of local 
media. 


for life insurance 
read the Digest 


s Other reports on the ad tax 
situation: 


e New York City Councilman Jo- 
seph C. DiCarlo attacked the Bal- 
timore taxes as unconstitutional 
and harmful to business. Warning 
that this type of tax could become | 
contagious, Mr. DiCarlo promised 
that he would attempt to head off 
any similar tax proposals in his 
city. He pointed out that media al-| 
ready pay municipal, state and/| 
federal taxes, excluding them from 
any status as a “favored lot.” 


e In Buffalo, William Dwight, 
president of the American News- 
paper Publishers Assn., told the 
Sylvania Management Club that an 
“ominous situation” is devel- 
oping in Baltimore, and warned 
that an ad tax can force news- 
papers to buckle under to local 
administrations. 

Should the ad tax spread, Mr. | 
Dwight said, “every city council in 
the nation will hold a club over | 
newspapers. If newspapers be- | 
come kept people and are forced to | 
bow to the party in power, then we | 


By what yardstick do you evaluate 

an advertising medium? The following 
measurements show why advertisers 
invested 52% more in Reader’s Digest 
last year than they spent in 1956. 


Hee income: More people with higherincomes 
read the Digest than any other magazine—actu- 
ally 37% of all people in families earning $7,000 a 
year or more.* These higher-income families pur- 
chased almost half of the total amount of ordinary 
life insurance sold last year. 


Insurance coverage: A single issue of the Digest 
reaches 29% of the people in families paying life 
insurance premiums. 


Investments: The Digest reaches a remarkable 
45°% of all Americans in families investing in com- 


If, of the best prospects 


Now over 66,500 — representing 100% coverage of 
the city tone. All home delivered. 19,000 more homes 
than is reached by any other paper. 


Way Up In Grocery Lineage 


Consistently carrying more retail food lineage thar 
the loce!l daily paper! |4 and 5 thousand inches more 
each month, in fect. 


Way Up In Readership 
Expanded coverage of loca! events — plus world 


news end features from the INS wire. The only paper 
of its type with a'live news wire. 


WE ARE LISTED IN ACCREDITED HOME 
NEWSPAPER RATE & DATA GUIDE 


FresnogeGuide 


1963 H Street Fresno 18, Calif. 
1958 ~ Our 26th Year 


mon or preferred stock last year. 


Audience: A single issue of the Digest reaches 
over 32 million Americans—more men and more 
women than any other magazine, including those 
edited expressly for men or for women. 


Advertising readership at low cost per thousand: 
Dollar for dollar, insurance and financial advertis- 
ing in the Digest is “noted” and “read most’’ by 
more people than in any other major magazine. 


And Reader’s Digest offers this greatest un- 
matched extra value to all advertisers: Your 
message has more opportunities to be seen, to be 
read, and to convince in the Digest. The Digest 
reader doesn’t just skim his copy and pass it along 
—he reads it on 5.3 different days! And most im- 
portant, people turn to this magazine time and 
again because they have faith in Reader’s Digest — 
the kind of faith that leads to action. 


*Data from Politz: “A Study of Seven Publications” 
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1922. He was a member of the mid- 
west merchandising committee of 
the National Grocery Manufac- 
turers of America, and the National 
Confectioners Assn. 


RHYS N. JONES 


Cuicaco, Jan. 14—Rhys N. Jones, 
41, a public relations representa- 
tive of Abbott Laboratories, died 
Jan. 11 in Lake Forest Hospital 


been hospitalized for two months 


with bacterial endocarditis which|suburban Libertyville, 


terminated in congestive heart fail- 
ure. 

Before joining Abbott in 1952, 
Mr. Jones was assistant public re- 


lations director for the American | 
|Meat Institute. Prior to entering 
|the pr field, Mr. Jones was a re- 


porter for the Detroit Times and 
the United Press. 
Mr. Jones was a graduate of 


a master of arts degree from Uni- 
versity of Chicago. A resident of 
Ill., Mr. 


Relations Society of America, the 
Public Relations Clinic and the 
|Headline Club of Chicago. 


LEE B. WEATHERS 

SHELBy, N.C., Jan. 14—Lee B. 
Weathers, 71, publisher of the 
Shelby Daily Star for 47 years, and 


of a heart attack at Fort Lauder- 


ing. 


Jones was a member of the Public, 


a former president of the North) 
|Northwestern University, and held | Carolina Press Assn., died Jan. 11 
after an extended illness. He had | 


Mr. Weathers served four con- 
secutive terms in the North Caro- 
lina legislature, representing the 


27th District, and formerly served | 


also as secretary of the North Caro- 
lina railroad commission and as a 
member of the state board of edu- 
cation and the state board of con- 
servation and development. 

He was a trustee of Gardner- 


| Webb College, a bank director and 
| building and loan association vp. 
dale, Fla., where he was vacation- | 


He was graduated from Wake 
Forest College in 1908 and served 


an ideal climate 
other advertising. 


Because more people read the Digest more 
often, and believe what they read, it provides 


’ 
hie 


ot 


for life insurance and all 


For an analysis of how Reader’s Digest 
covers your insurance prospects, call the 
number below nearest your office. In 
New York, call MUrray Hill 4-7000; in 
Chicago, WHitehall 4-2544; in Detroit, 
TRinity 5-9600; in Los Angeles, OLive 


3-0380; in San _ Francisco, 
2-3057. Or write to: Reader’s Digest, 
230 Park Avenue, New York 17, N. Y. 


EXbrook 


People have faith in 


eader’s Dige st 


Largest magazine circulation in the U. S.— 
over 11,500,000 copies bought monthly 


as a reporter for Charlotte, N.C., 
|mnewspapers for two years, before 
| moving to Shelby. He and his fam- 
ily later acquired a majority of the 
stock in the Star Publishing Co. 
and Star Press Inc., a commercial 
printing company. 


PHILIP J. MEANY 

BRENTWOOD, CAL., Jan. 14—Phil- 
ip J. Meany, 59, retired founder of 
|the Los Angeles advertising agency 
‘which bears his name, died Jan. 11 
following a heart attack at his 
home. He had recently helped cele- 
|brate the 35th anniversary of the 
tow 

After his retirement from the 
|agency, Mr. Meany served for sev- 
eral years as lay chairman of the 
\department of public relations of 
|the Episcopal Diocese of Los An- 
geles. 


ARTHUR F. BERNHARD 

Boston, Jan. 14—Arthur F. 
| Bernhard, 81, retired vp in charge 
‘of sales for Lever Bros., died here 
Jan. 8. He had been associated with 
the company for 30 years. 


| Serves Management 

e e ¢ 
On Direct Advertising 
To keep pace with the growing 
use of direct mail, Advertising 
Requirements’ 21,000 readers 
count on AR for tested ideas on 
getting more leads for salesmen, 
more direct sales, better public 
relations pieces at less cost. Fol- 
lowing are typical articles which 
brought enthusiastic responses 
from readers utilizing direct ad- 
vertising : 


“101 Tips for Direct Mail 
Advertising” 
“Cutting Catalog Costs” 
“How To Prepare Effective 
Mailings” 
“A New Approach to Gadet 
Mailings” 
“Are Amateurs Ruining Direct 
Mail?” 
“Postmarks Can Sell for You” 
“Selling a Product Through 
Personal Letters” 
“Creativity in Direct Mail” 


Sells Management 
On Direct Advertising 
To get a larger share of this 
estimated $600,000,000 market, 
foremost producers and suppliers 
to direct mail are capitalizing on 
AR’s editorial service by placing 
their sales messages in its “Dir- 
ect Advertising” section. Among 
advertisers relying on AR’s sell- 
ing power are: 


The Appleton Coated Paper Co. 
Addressograph-Multigraph Corp. 
The Heyer Corp. 

Curt Teich & Co. 

Thomas Collators, Inc. 

Allen Hollander Company, Inc. 
The Carr Organization 

Tension Envelope Corp. 

Du-Plex Onvelope Corp. 
Publishers Book Bindery, Inc. 


Whether direct advertising rep- 
resents your problems or your 
products — turn to AR for 
results! 


Mdlvertising | 
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The big news in advertising today is... 


SUNDAY MAGAZINES’ 


WITH STILL FURTHER jf 


INCREASE IN 
ADVERTISING 
LINAGE: 

1957 OVER 1956 


During 1957, every national Sunday Magazine 
registered substantial gains in both linage and 
advertising revenue. 1958 promises a Gontinuing 
upsurge, as more advertisers recognize the 


Here’s the 1957 record of THE AMERICAN WEEKLY: 


THE AMERICAN WEEKLY REACHED AN 
ALL-TIME HIGH IN REVENUE 


—a total of $24,749,961"...a 21% increase over 1956! 


THE AMERICAN WEEKLY’S LINAGE GAIN 
TOPPED THE “BIG THREE” 


THE AMERICAN WEEKLY 67,751 (12.2%) 


SOURCES: 1. Publishers Information Bureau. 2. Media Records, Inc. 3. A.B.C. Average of March & September 1957, 
Publishers’ Statements. 4. Survey by Publication Research Service for Puck, The Comic Weekly, 1956. 
5. Lloyd H. Hall Co., January — November 1957. 
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GREAT GAINS IN ’57 


|GAINS TO COME IN ’58 


exclusive deep-market penetration of Sunday 
Magazines. For example, The American Weekly’s 
advertising revenue in the first quarter of 1958 
will exceed 1957’s first quarter by over 15%. 


é Here’s why THE AMERICAN WEEKLY is growing so fast: 


THE AMERICAN WEEKLY DEEPLY PENETRATES 
MORE KEY CITIES THAN ANY OTHER MAGAZINE 


The American Weekly delivers 20% or better coverage in 758 key cities of over 10,000 population... 


more than any other magazine, Sunday or general. Average coverage of these cities is 47%, twice the coverage 
of the largest general weekly. 


THE AMERICAN WEEKLY IS ONE OF ONLY 3 MAGAZINES 
WITH A 10,000,000-PLUS CIRCULATION 

Circulation of The American Weekly: 10,063,000. (The other two magazines: Reader’s Digest and This Week.) 

THE AMERICAN WEEKLY’S SUPERIOR EDITORIAL CONTENT 
PRODUCES TOP READERSHIP 


Best-selling authors and prominent personalities create intense reader interest in The American Weekly. 
i ‘ Major research has proved The American Weekly the best read of the “Big Three” Sunday Magazines. It pul tiches 
_ more full-color editorial linage and more food editorial linage than any other Sunday magazine! 


Rec 


Realize your real potential this year! 
Make THE AMERICAN WEEKLY your major marketing medium for 1958! 


Th Ave RICAN WEEKLY 


THE AMERICAN WEEKLY, 63 VESEY ST., NEW YORK 7, N.Y. + ATLANTA + BOSTON + CHICAGO + CLEVELAND + DETROIT - LOS ANGELES + SAN FRANCISCO 
ALBANY TIMES-UNION © BALTIMORE AMERICAN * BOSTON ADVERTISER + BUFFALO COURIER-EXPRESS * CHICAGO AMERICAN + CINCINNATI ENQUIRER + CLEVELAND PLAIN DEALER + COLUMBIA, S.C. STATE 
CORPUS CHRISTI CALLER TIMES * DALLAS TIMES HERALD * (DENVER) ROCKY MOUNTAIN NEWS + DETROIT TIMES * HOUSTON CHRONICLE + HUNTINGTON, W. VA., HERALD-ADVERTISER * LOS ANGELES EXAMINER 
MIAMI HERALD * MILWAUKEE SENTINEL * NEW ORLEANS ITEM + NEW YORK JOURNAL-AMERICAN + PHILADELPHIA BULLETIN © PITTSBURGH SUN-TELEGRAPH + PORTLAND OREGONIAN © ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS * SAN ANTONIO LIGHT © SAN FRANCISCO EXAMINER © SEATTLE POST-INTELLIGENCER © SYRACUSE HERALD-AMERICAN © TAMPA TRIBUNE * WASHINGTON POST & TIMES-HERALD » WICHITA BEACON 
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million consumers live and work there . . . their spend- (Continued from Page 3) 
able income tops $1,128,500,000. Peoria Journal Star reaches of intense frequency. Therefore 
this market with 100,000-plus circulation . . . and the a . spot television was 
sc Ase Ts t i > increases 
check your A’ list covers Metropolitan Peoria (lst in Illinois, gurine bursts of chore 


during bursts of short concentra- 
for the market with a 


Pimiteoui says: 


except Chicago) with a circulation-to- tions, not 52 weeks of continued 


homes ratio of 94.2%. | Schedules. 
“In the course of preparing 


plans for Instant Maxwell House 
for the last fiscal year, we learned 
| that the other General Foods 
| brands which had shared the spot 
schedule would not be able to con- | 


| tinue to do so, since their basic | 


[were nots and media strategies 


were not so oriented.” 


|s Mr. Crane said this left the 
| choice of (1) cutting back the total 
Instant Maxwell House package, 


Peoria Journal Star 


affliated with WTVH 


Ward-Griffith Co., National Reps. or (3) trying to work out a part- 


|nership for the spot tv franchise. 


Like to do something about the weather? 


Why not cash in on it? You can do it right now 
with KSTP-TV’s Johnny Morris, the North- 
west’s highest-rated weatherman. 


These shows are available now, and the 
advertiser who takes advantage of the oppor- 
tunity will find himself in an ideal selling climate. 
Weather is important in an area where tem- 
peratures can drop—or climb—40° in a matter 
of hours, and with Johnny Morris and KSTP- 
TV, you can make the most of it. 


Johnny’s quick, concise weather wrap-up 
takes just two minutes, 6:15-6:17 PM, Monday 
through Friday. His weekly average rating has 
grown regularly every month and now stands at 
a healthy 19.0,* with no signs of stopping there. Better call your nearest Petry office or a 
KSTP-TV representative for more information 


—today! 


On Saturdays, Johnny presents a five-minute 
weather review, 6:15-6:20 PM. which has an 


even higher rating of 20.9! * Nielsen Station Index for November, 1957 
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| (2) buying on an in-and-out basis 


Advertising Age, January 20, 1958 


Maxwell House ‘Hospitality’ on Big 
It's the 13-county area around Peoria, Illinois. Over half a ID Buy Benefits ‘Everyone : Crane 


| Benton & Bowles and General 
| Foods chose the third solution and 
|came up with Bristol-Myers, a 
|non-Benton & Bowles client, as 
| partner. Currently Instant Max- 
|well House, regular Maxwell 
|House and Bristol-Myers’ Ban, 
Ipana and Bufferin share the 
package of IDs. 

This was Mr. Crane’s explana- 
tion of how the _ inter-agency 
mechanics of this setup are han- 
dled: 

“Just as in the case of an agency 
‘of record for network or spot 
schedules for a single advertiser 
with more than one agency, we 
agreed to handle the estimating, 
contracting and billing on the spot 
schedule on a cost basis to the 
Bristol-Myers agencies. It is not 
|done at a profit to Benton & 
Bowles, and the agencies con- 
cerned have stated that they feel 
the cost basis which was estab- 
lished is fair to all parties.” 


| = Mixed reactions followed the in- 
\itial offering of this shared sched- 
ule, he said, but that there was 
only one station in the 104 markets 
which turned down the business. 
| Mr. Crane argued that the 
| schedule is in “everyone’s best in- 
terest” for the following reasons: 


e “It provides real flexibility for 

an advertiser with a substantial 

investment and interest in local 
| marketing. 


|@ “We could assure reps and sta- 
| tions of 52 weeks of business, rath- 
er than in-and-out buying on this 
large schedule. 


e “The stations actually gained in 
total revenue, since General Foods 
and Bristol-Myers each pays its 
own rate—not a single rate earned 
in combination.” 

(That second point apparently 
refers to a gentlemen’s agreement 
on Benton & Bowles’ part to keep 
this campaign going, since Mr. 
Crane revealed after the meeting 
that these spots are bought under 
usual short term contracts that are 
|cancellable on two weeks’ notice.) 
® In answer to a questioner who 
wanted to know if this kind of 
shared package pattern might not 
result in stations giving preferred 
treatment to large advertisers and 
agencies, he said the fact that large 
advertisers and agencies enjoy 
certain privileges from media has 
always existed. 

But he hastened to add that he 
doesn’t feel that the General 
|Foods and Bristol-Myers package, 
| which occupies only 4% of the to- 
|tal IDs available in the markets 
used, will result in preferential 
treatment for large agencies and 
advertisers. 
| When asked if Benton & Bowles 
| plans to put this technique to work 
for other advertisers, Mr. Crane 
said there are no such plans at the 
moment. But he noted, half-jok- 
ingly, that if prospective clients 
are interested, “we'll diseuss it.” # 


Philco Resumes Sponsorship 
of ‘Breakfast Club’ Show 

| Philco Corp. will resume spon- 
sorship Jan. 20 of Don McNeill’s 
“Breakfast Club,” heard five days 
jeach week over ABC’s radio net- 
work. Philco had sponsored the 
show for 10 years until March, 
1955. Batten, Barton, Durstine & 
Osborn is the agency. 


CAN SALESMAKING POWER 
OF ADS BE MEASURED? 


See 
THE CONSUMER BUREAU 


announcement, page 94 
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REACHES MORE PEOPLE 
EVERY WEEK DAY 
THAN ANY, OTHER DETROIT 
OR MICHIGAN. NEWSPAPER! 


PO\\ New 


In fact, the Detroit Free Press now reaches 
more families than any daily newspaper ever has 
in the history of Detroit or Michigan. 


-you see the friendly Sree Press everywhere! 


REPRESENTATIVES: NATIONAL — STORY, BROOKS & FINLEY; RETAIL —- GEORGE MOLLOY, NEW YORK 
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ide a 
Where great things are happ ening oe 


PPORTUNITY UNLIMITED FOR YOU 


Wee a” 


Breathtaking new sales opportunities are yours in Chicago and in the rich 
Midwest iaestlend. 

This gigantic market is exploding with activity triggered by new ideas, new 
investment, new factories, new families. 

Last year retail sales in the metropolitan area soared to a record $8.4 


billion, $100 million over 1956—a volume The Chicago Sun-Times helped 
to produce as Chicago's No. 2 full run retail display medium. 


And today The Sun-Times is an even more powerful medium through 
which you can persuade prospects to buy. 

The Sun-Times now is housed in its new multimillion dollar plant on the 
Chicago River, close to the site of old Fort Dearborn. 


Here, at your service in presenting your advertising, are the world's finest 
and most advanced newspaper production facilities. 


Final press adjustments now are being made for printing full color to 
illustrate advertising and editorial matter in issues of up to 128 pages, 
with color positions virtually unlimited. Target date: March |. 


The Sun-Times has already established itself as one of America's largest 
morning newspa It now has the equipment to match its dedicated 
determination to keep pace with the growing Midwest. 


Advertise in The Chicago Sun-Times to the young family readers of 
Chicago's Modern Family Newspaper—and watch your sales grow in this 
land of Opportunity Unlimited. : 
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Lovick Agency Aimed at Greatness, 
Soon Qutran Most Canadian Agencies 


Rose from 84th to Third 
Place in Eight Years by 
Setting ‘Bigness’ Goal 


By Hugh Canning 

Toronto, Jan. 14—A relatively 
late entry in the Canadian agency 
lineup has had other agencies eat- 
ing its dust. 

It has taken James Lovick Ad- 
vertising Co. Ltd. only eight years 
to move up from 84th place to 
third. It has shown its heels to 
outfits four or five times its age. 

Lovick’s billings in 1956 totaled 
$12,000,000-plus, vs $20,000,000- 
plus for the two companies it 
trailed. 

Each of the two leaders is, how- 
ever, the possessor of one of the 


“big three” automotive accounts. | 


Lovick has no such comparable in- 
dividual billing. It has built its 
volume on a large number of ac- 
counts—up to 450—although it has 
individual billings as high as $1,- 
000,000. 


s Making its bow in 1948 as a 


¥ Barney 
does 
it! 
See page 90 


|three-city operation with a staff of 
| six people, Lovick now has eight 
offices in Canada and one in San 
Francisco. It has 200 employes. 

| Its clients range from top cor- 
| porations to infant businesses. 

| Perhaps nothing indicates Lov- 
‘ick’s activities so well as its han- 
| dling of three events in September, 
| 1957. 

For James Richardson Co., Win- 
| nipeg grain, oil, mining and corpo- 
|rate brokerage house, it placed ads 
in daily and financial publications 
for the company’s 100th anniver- 
sary. 

A few weeks later Lovick intro- 
duced closed-circuit tv to Canada 
for British American Oil’s Velvet 
gasoline. 

Then it swung to Vancouver to 
handle the arrival in that city of 
Peace River natural gas via the 
$160,000,000 West Coast Transmis- 
sion pipeline. 


® The concentration of these 
levents in the gas and oil field 
might give the impression that 
|Lovick is a petroleum specialist. 
This isn’t so. The agency avoids 
anything which might type it and 
wants to be known for its versatil- 
ity and savvy in any selling job. 

It has clients in food (B. C. 
Packers, Nabob Foods); drink 
powders (Freshie); beer (Sick’s 
Breweries); finance (Toronto-Do- 
minion Bank, Canada Life); lum- 
ber (Alaska Pine); transportation 
(Pacific Great Eastern Railway, 
Clarke Steamships), and many 
others. 

Lovick has won recognition as 
an “adman’s ad shop” by being 
chosen to handle the advertising 
of three organizations promoting 


Southam Press 


the sale of advertising space: 
(eight dailies), 
Canadian Daily Newspapers Assn., 
and Thomson Publications (25 dai- 
lies). A Lovick-prepared Southam 
campaign in the New York Times 
has been selected as the vehicle for 
a promotional broadside by the 
Times. This is the equivalent of a 
vaudeville actor headlining at the 
Palace. 


® The Lovick achievement took 
only about one-third the time usu- 
ally required. But it was no steam- 
roller affair. 

The business started simulta- 
neously in three cities: Vancouver, 
Calgary and Toronto, on a basis 
just one notch above a curb opera- 
tion. 

It made its bow in a hotel room 
in each city and did its telephon- 


ing, much of which was required | 


by its radio placements, through 
the hotel switchboards. After one 
month’s operation in the icewater 
league, it picked up tabs for $1,300 
in telephone-toll charges, much to 
the relief of three innkeepers, who 
hadn’t been so jolly once they 
learned they were putting a busi- 
ness rather than merely room and 
board on the cuff. 


@ Founder James Lovick can 
laugh when he thinks of the lean, 
early days but it wasn’t so funny 
then. No red carpet was unrolled 
for him in his home town of Van- 
couver. It was strictly c.o.d., de- 
spite 14 years in the agency busi- 
ness in that city. 

A local publisher refused to rent 
him space on the ground that he 
was just a flash in the pan. Lovick 
settled for an empty lumber room 
in the basement of a former church 
building furnished with packing 
cases and orange crates. In Toron- 
to the agency vacated the hotel 
room in favor of space in a con- 
verted printing plant. The office 
had no fire escape so a rope was 
hooked onto a radiator and dropped 
out the window. 

Lack of money precluded the 
purchase of the cheapest office 
furniture so some one picked up an 
unpainted kitchen suite, loaded it 
on top of his car and moved it to 
the office where he painted it on a 
Saturday afternoon. 


® How did Lovick get to the top 
of the ladder so quickly? Probably 
because it has never taken its eyes 
from an initial objective of size as 
an integral part of modern agency 
operations. Every one, of course, 
wants to grow. But the Lovick ob- 
jective was based on the belief 
that only a big agency could pros- 
per as a modern business opera- 
tion. 

The agency early grasped what 
many other operators missed: that 
the advertising agency was mov- 
ing into new ground. Competition 
for all business was becoming 
tougher; advertising more costly. 
The quarry took more hunting 
down and more sighting. Compa- 
nies were becoming bigger as a 
matter of economics. Advertising 
agencies, Lovick people thought, 
should not be an exception. 


® They figured the one-man ad | 


shop, the vest-pocket account, 
business over the transom or being 
held by personal contact, would oc- 
cupy a shrinking niche in the ad 
industry. To flourish, the agency 
not only had to be good at basic 
advertising work but also at the 
business of running an agency—at 
planning growth and providing for 
it in the way of space and facilities, 
of hiring the right people and using 
their energies profitably. 

It had, above all, to realize the 


Sutherland 


VANCOUVER VETERANS—These four gentlemen have been associated 

with Lovick’s Vancouver, B.C., office since it bowed in 1948. They 

are James Lovick, president; D. L. Craig, vp and manager of the 

Vancouver office; H. J. Newitt, secretary-treasurer, and J. B. Suth- 
erland, affice manager. 


Newitt Lovick Craig 


tric who cut a wide swath in ad-|altitude to which the Canadian 
vertising in the ’20s and ’30s and | economy had rocketed about the 
made himself a small fortune in|time Lovick hung out its shingle. 
|the days when income taxes were | 
jonly a joke. 


# Lovick made its score at a time 
when ad agencies moved ahead 
|@ What this all added up to was/even if they stood still. National 
the prime need of the agency to at-| billings in Canada quadrupled in 
|tract the most able people in the | the 1947-56 period from $50,000,- 
labor pool. Brains and experience | 000 to $200,000,000. Lovick admits 
came high, so the agency needed | that a new agency and opportunity 
a lot of business over which to| could not have collided at a better 
spread the cost load. time. 

The big business was in eastern It had, however, to be fast and 
Canada, to which many of Lovick’s | shifty to take advantage of its 
prospective western clients were|chances. In consequence, James 
already migrating. It followed|Lovick has become an old salt of 
| ie its drive for size—and|the airlanes. He commutes be- 
opened in Toronto. tween Toronto and Vancouver, 2,- 
| The original tri-city operation |500 miles, and navigates the air- 
|has added units in other cities—| ways in other directions also. He is 
|Edmonton, Winnipeg, Montreal credited by Trans-Canada Airlines 
and elsewhere—as Lovick business | with being its best customer and 
expanded. Growth, it cannot be de-|has been awarded the Admiral 
nied, was accelerated by the record |card of the American Airlines for 
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DAILY AND SUNDAY 


bigness of modern business, the) 


specialized and complex character 
of today’s marketing. This was no 
longer a haphazard affair but a 
highly scientific process. The day 
when marketing problems could 
be solved by intuition was over. So 


was the era of the brilliant eccen-| 
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the extent to which he has bought 
passage from it. 


s The Lovick agency is attuned to 
the times as witness its ability to 
think up bell-ringing gimmicks. It} 
staged Canada’s first cook-off. 
This was at Toronto’s Palace Pier 
and was designed to make fish 
eaters out of a city which tradi- 
tionally passes up salmon for good, | 
red beef. Contestants cooked fish | 
for prizes, thereby helping to bat- 
ter down sales resistance to B. C. 
Packers’ canned salmon. B. C. 
Packers was left with a lot of 
canned fish on hand when British 
currency restrictions took away its) 
mainstay, the United Kingdom | 
market. 

Not long ago Lovick did 
sales promotion on a Longmans, 
Green book, “Canada—Tomor- 
row’s Giant,” by mailing to book 
dealers a redwood seedling. 

Lovick is, however, not primar- 
ily a gimmick agency or any other 
kind unless it is a selling agency. 
In this respect it has been likened 
to the Leo Burnett operation in 
miniature, although the math- 
ematics of its billings would put it 
in a fair-size category in the U. S. 


# Lovick places great emphasis on 


the difference between Canadian 
and U. S. marketing and on the 
varying market patterns of the 
eastern, western, Quebec and At- 
lantic provinces. One of its most 
highly prized assets is its knowl- 
edge of Canadian buying habits. 
This, it thinks, gives it a consider- 
able edge over incoming branch 
operations of U. S. shops. 

Lovick thinks more U. S. agen- 
cies will be forced to come into 
Canada in order to retain the busi- 
ness of parent companies in the 
U. S. Nothing 4s more calculated 
to shake the foundation of client- 
agency relations so much as suc- 


cessful advertising in a subsidi- 
ary in another country by another 
agency, it says. 

Another reason it thinks the 
agency trek north of the border will 
accelerate is that U. S. shops are 
big and want more accounts under 
the cost load. This gets back to 
Lovick’s basic premise of size be- 
ing integral. To substantiate its 
thinking it points to the trend to 
larger individual units in Canada 
where an increased percentage of 
billings by a small number of 
agencies has been a significant de- 
velopment of recent years. 


= In 1956, 11 agencies billed $5,- 
000,000 and up for aggregate bill- 


ings of $123,260,456 or almost 60% | 


of the total. By contrast, in 1951 
only 36% of billings were account- 
ed for by four agencies billing $5,- 
000,000 plus. The trend to size is 
also indicated by an upward shift- 
ing in 1956 of the agencies in the 
$2,500,000-$4,999,998 class. Nine 
agencies in this category accounted 
for 17% of total billings versus 
11% by five agencies in the pre- 
vious year. 

Lovick has no rigid pattern of 
handling an account, other than 
trying to get the right sales pre- 
scription. In one case, it recom- 
mended only 10% of a client’s 
budget for space; the other 90% 
went to internal sales promotion, 
mainly in prizes to salesmen for 
case histories on selling. The latter 
was the basis of the copy for the 
advertising. 

Lovick emphasizes field work by 
its senior staff to investigate the 
moving of a product from manu- 
facturer to ultimate consumer. It 
regards advertising as one aspect 
of marketing. It puts considerable 
emphasis on research and has 
plowed back a substantial portion 
of its earnings to building the re- 
search division, 


BLUE R.O.P. — 
UN THE ALBANY 


| The agency’s operation is pat-| 


'terned along the lines of U. 
agencies, although it has no new- 
business department as such. The 


prize responsibility of account men | 


is to look after existing clients, but 
they also flush out new ones. And 
Lovick finds an increasing num- 


| 
| 
| 


ber of advertisers walk into its) 


|various shops voluntarily to size 
‘up the agency’s ability to help 
them snatch the brass ring. The 
problems of prospective new ac- 
counts are examined by a new- 
business committee. 
| No account is handled by one 
person: all are house accounts. 

In branch operation, the policy is 
to make each local unit as autono- 


are encouraged to integrate them- 
selves in their communities and 
are always willing to donate their 
services to local causes. 


® Lovick has won a higher-than- 
javerage degree of client retention 
and employe stability. Naturally, 
in an organization with such rapid 
growth there is some trial and er- 
ror in personnel selection but the 
staff picture has stabilized as the 
company grew. 

It recruits help through place- 
|ment agencies and uses no psy- 
| chological tests. It thinks its grow- 
ing stature in the trade helps to 
pull in the right kind of people. 

The agency owes much of its 
success to its ability to appraise a 
prospective employe’s qualifica- 
tions objectively. It recognizes 
that competition between agencies 
is moving partly to the personnel- 
selection front. To make sure it 
can always deliver, it believes in 
depth as well as quality. New tal- 
ent is always coming up. 

Lovick believes in the constant 
development of every employe, 
from the newest man in the shop 
right up to the president. 


s It has done a lot to train its peo- 
ple to do a better job and to work 
together even more smoothly. 
Through individual development, 
courses and meetings, discussions, 
attendance at seminars, specialized 
training and university courses, it 
is building a team of people for the 
expanded needs of the future. 


challenge of effectively communi- 
cating with employes in all its deal- 
ings with them, to explain not only 
the “what” of a change, but also 
the “why.” 

What of the future? Lovick of- 
ficials refuse to do any predicting. 
They’re bullish on Canada and the 
ad business but admit their posi- 
tion has an element of vulnerabil- 
ity about it. The danger zone in a 
business is reached when it begins 
to play with blue chips. Lovick has 
reached this point and more man- 
agement is required. In addition, 
competition is getting tougher. So 
far Lovick has been shaking the 
tree; now it will have to pick by 
hand. 

How well can an organization 
stand prosperity? There is always 
a danger that the most aggressive 
group will get fat and lazy. This is 
one of the occupational hazards of 
any business, although so far Lov- 
ick has not experienced it. But it 
is on guard against the danger of 
becoming an institution. 


@ The agency had a tough time liv- 
ing down its western beginnings 
and is sometimes referred to by 
some bitter competitors as “that 
bunch of cowboys from the west.” 
This designation has lost its con- 
temptuousness as the West’s (and 
Lovick’s) bank roll has grown. Oil, 
metal, power and mineral develop- 
ments on the prairies and in Brit- 
ish Columbia have received U.S. 
capital which helped to put Can- 
ada’s dollar up to a 5%-plus pre- 
mium. Lovick has been handling 
its share of this new money as its 


| western clients—and eastern ones 


too—have grown with the econo- 


jmy. + 


mous as possible. Branch heads | 


Lovick additionally faces the| 


NOW... 
YOU 
CAN 
BUY 


FULL COLOR ¥ 
R.O.P. 
IN THE aLeany 


DAILY AND SUNDAY 


Increase readership up to 80% 
over black and white, 
according to recent surveys. 


Present your product in its most 
glamorous, eye-catching dress. 


Create excitement for your 
campaign among jobbers, brokers 
and retailers. 


With daily circulation at an all-time high 
of 62,318, the Times-Union gives you the most complete 


coverage in the combined city and retail trading zone... 


and the Sunday Times-Union with a circulation 
of 119,768 is the only Sunday paper published 
in the Capital District of New York State. Use this better 
coverage to advantage with the added punch of color. 


REPRESENTED NATIONALLY BY 


HEARST ADVERTISING SERVICE INC. 


Offices in 15 Principal Cities 
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PHOTOGRAPHIC 


REVIEW 


-OF THE WEEK 


___AUSTIN-HEALEY-MG-MORRIS 6 
$615 PERSHING 


ist Auto Show Hon 22 thre Dect 
* (2 MONTH PARTS WARRANTY 


REALISM—This three-dimensional painted outdoor display near the 

St. Louis airport shows the MG-A, Austin-Healey and Morris-1000 

cars, produced by the British Motor Corp. The display was put up 
for Continental Cars Distributors. 


Lavenson Kyte Hutchinson 


APPRECIATIVE—Lavenson Bureau of Advertising, Philadelphia, and its 
client, Soabar Co., manufacturer of label and ticket marking equip- 
ment, mark 25 years of association. A plaque was presented to Jay 
Lavenson as James M. Kyte, president, and Clyde B. Hutchinson, vp 
and sales manager of Soabar, hold silver-framed copies of 1932 and 
1957 issues af the company’s house magazine, edited by the agency. 


SHIRT SHOW—Cluett, Peabody & Co. is using this packaging and dis- 
play fixture program to promote sales of Arrow shirts. The com- 
pany says retailers can get more sales per square foot of floor space 
plus increased turnover. The new Arrow-Master fixtures are de- 
signed and produced by W. L. Stensgaard & Associates, Chicago. 


ale 


mm 


Fort Lauderd 


RELAXED—This seven-column week- 
day ad in the New York Times re- 
sulted in an “avalanche” of results, 
according to Olsen & Gustavson 
Inc., agency for the city of Fort 
Lauderdale, Fla. Resort ads usually 
run in Sunday travel sections. 


SNIFF—Greta Nel- 
son and friend 
Cleo are being 
used to promote 
the 4th national 
Break - a - Cold 
campaign by 
Church & Dwight 
Co., featuring the 
old reliable lemon 
and soda remedy. 


eae 
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HOMEY—This counter display unit is 

designed ta step up impulse sales 

on household insecticides for Cities 

Service Oil Co. Hinde & Dauch, 

Sandusky, designed and produced 
the merchandiser. 


RETAILER AWARD—Mrs. Tobe Coller Davis, merchandising consultant, 
presents the Tobe “Retailer af the Year” award to Bernard F. G m- 
bel, head of Gimbel Bros. (AA, Jan. 13). On receiving the award, 
Mr. Gimbel advised retailers, “Identify, identify—put yourself in the 
other person’s shoes” and “Don’t tell people how good you make your 
goods ...tell them how good your goods will make them.” 


HANDY—Johnson 


& Johnson is 

merchandising its new “pic a puff” 

cosmetic cotton in a metal con- 

tainer made by Continental Can 

Co. A plastic cover adds a sanitary 
appeal to the can. 


5 
ABOVE | 
THE 

CROWD... 

BLACK 


FRIENDLY — 
When Marlun 
Mfg. Co. learned 
that GE was en- 
tering the rotis- 
serie-broiler 
field, it inserted 
the line “Wel- 


7 ‘ vg? 
ANC xl S come GE! Black 
+ Angus salutes 
fe: om General Electric 


as a competitor 
who will help us 
raise the stand- 
ards in the rotis- 
serie-broiler 
industry” in its 
page in Home 
Furnishings Dai- 
ly, Jan. 16. Zlowe 
Co., New York, is 
the agency. 
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12,000,000 families will read 


Blueprint for a Crash Program’ 


By Lt. General LESLIE R. GROVES, us. amy retirea 


Next Sunday morning, a 10-point program which 
could speed up our nation’s missile-satellite ef- 
forts will be presented to the American people. 
Behind the article, is the man who was behind 
this country’s most crucial “crash program” to 
date—the World War II Manhattan Project. His 
name: General Leslie R. Groves. His advice, 
which could serve as guidance to the President, 
Congress and the American people, is one of the 
most significant articles This Week Magazine has 


ever published. 


Your Advertising will be read by more people in This Week Magazine 


than any other publication! 


Next Sunday morning or any Sunday morning, 
your advertising can be welcomed in the homes 
of 12,000,000 American families, sharing the 
confidence which they reserve, week after week, 
for only one magazine. And you will, of course, 
have the further assurance that your advertising 
will be read by more people in this super maga- 
zine than in any other publication. 
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Wants to Make Packard 
‘Head Persuading Dissuader’ 

To the Editor: Recently read 
where Vance Packard’s book, “Hid- 
den Persuaders,” will be turned 
into a movie. Fine! One wonders 
what type of advertising will be 
employed to convince the movie 
public what a wonderful picture 
this will be and that everyone 
should view it. This writer will 
wonder if the public will be hypno- 
tized into purchasing a ticket to 
watch this accusatory film outline 
against the advertising profession. 

What are these many pressures 
on Americans? Vance Packard, ac- 
cording to an item which appeared 
in the Standard-Star, New Ro- 
chelle, N. Y., Tuesday, Jan. 7, 1958, 
says that the “housewife goes into 
a trance when confronted by the 
many products in the supermar- 
kets, etc.” 

Hell, what does V.P. expect the 
housewife to do—put herself into 
a state of untrance? How can she! 
She is in this state of mind before 
she enters any particular place. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| While enroute to wherever she’s 
/heading there are so many eye-at- 
tractions such as beautiful, colorful 
cars. The momentum of the auto 


ride or the bus or trolley; this is a) 


sound hypnosis. There are also the 
many thousands of persons to 
| watch out for and to watch at as 
|well. There is sound! There is the 
sky and the clouds. Handsome 
males and otherwise! 

V.P. seems to forget one thing. 
Here in America we attempt to sell 
what we advertise in our own 
American ingenious way. In Russia 
they display only, which in turn 
means that the Russian female 
can’t buy because of the Sputnik 
prices. 

What then does this mean? Only 
one gosh darn good thing! That if 
the American buyer, man or wom- 
an, boy or girl, has the finances to 
buy what he or she prefers, then 
j}more buying power to them. It 
isn’t by wants alone this country 
of ours grew. It isn’t alone by ra- 
tionalization we accomplished the 
many technological advances that 
we enjoy. No matter what motivat- 
ed the person to buy, he or she did 
| it of their own free will and not by 
“hidden persuaders.” It took so- 
called “‘crackpots” to come up with 
the countless inventions that were 
adopted by the American populace, 
that fostered many small and large 
businesses. 

If Americans are materialistic, 
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| ticularly in the eyes of the graphic 


so what! We are kind hearted, hos- 
pitable, charitable and what have 
you! We love to dress. Love to eat! 
| Love to show off! Love people! 

V.P. must keep in mind that we 
are an advertising-indoctrinated 
element. Some will spend or buy 
foolishly, it’s true, but as a whole 
we are a capable, know-what-we- 
want buying public and we'll buy 
what we damn well please. Yes, 
we'll buy “Hidden Persuaders” so 
we can, if it is at all possible, make 
V.P. the head Persuading Dis- 
suader! 


Tom Sarge, 
Retail Advertising Consultant, 
Pelham Manor, N. Y. 


What Motivates Women, 
Adman Wants to Know 

To the Editor: Vance Packard, in 
his book, “The Hidden Persuaders,” 
states that among “subsurface mo- 
tivating factors found in the emo- 
tional profile of most of us were: 
(1) the drive to conformity; (2) 
the need for oral stimulation; (3) 
the yearning for security.” These 
conclusions were drawn from psy- 
chological “depth interviews.” 

Frederic Schneller, in a speech 
before the Detroit Adcraft Club 
several years ago, listed the “rea- 
sons” which motivate a purchase 
as especially applied to women: 
“(1) her husband says she can’t 
have it; (2) it makes her look thin; 
(3) it comes from Paris; (4) her 
neighbors can’t afford it; (5) no- 
body’s got one; (6) everyone has 
one; (7) it’s different.” 

During the mad Christmas 
scramble to purchase desirable gifts 
for the few women in my life, I 
became convinced that Mr. Schnel- 
ler, without trying, had driven the 
nail deeper into the plank than Mr. 
Packard had with all his subsur- 
face “depths.” 

In fact, I found it isn’t necessary 
to “depth interview” the ladies at 
all to make Mr. Packard’s or Mr. 
Schneller’s discovery. It is neces- 
sary merely to follow your most 
unreasonable impulse to come up 
with the ideal Christmas gift. This 
applies strictly to gifts for beauti- 
ful, sophisticated young women. 
Unfortunately, I can’t speak for 
those wonderful, sensible women 
whose annual largesse consists only 
of a kind word and a Christmas 
card. 

If I were the least bit logical 
myself, I probably wouldn’t at- 
tempt to speak for any of them .. . 
God bless ’em. 

What does motivate the ladies? 
Does anyone really know? 

Oliver J. Taylor, 

Manager, Taylor Advertising 

Co., San Antonio, Tex. 
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Says Attention Must Be 
Focused on Ad Tax Threats 


To the Editor: May I take this | 
opportunity of commending you | 
for the treatment and news cov- 
‘erage you have given to the de-| 
velopments surrounding the en-| 
jactment of the advertising tax in| 
Baltimore and the introduction of | 
a similar measure in St. Louis (AA, | 
Dec. 2). 

The importance of focusing at- | 
tention to these measures cannot | 
|possibly be overemphasized, par- 


arts industry, which is so adversely 
affected by this kind of legislation. 
Len Berman, 
Editor and Publisher, Printing 
Views, Chicago. 
. oe 7 


It Happened in Boston 
To the Editor: How could we 


avoid knowing that women have 
invaded man’s working world in 


overwhelming numbers? But, have 
the male’ 


they now infiltrated 
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sanctorum of the makeup rooms of \of the dealers who ran the test ads 


our daily newspapers? The en- 
closed example from the Dec. 17 
Boston Herald appears to have 


been made up by a zealous mem- | 


ber of the Women’s 
Temperance Union! 

A fast glance at this page clearly | 
leaves the amusing impression | 
that I. W. Harper (in the Anniver- | 
sary decanter) is a “threat that’s | 
greater than Sputnik.” This is pos- 


The threat 
that’s greater 
than Sputnik 


a 


| TWH HARPER 
y = 


sibly not so amusing to the I. W. 
Harper people. Perhaps this page 
will lead many whisky advertisers 
to “leap into the fire,” and start 


framing their ads in wide, black’ 


borders. 
amusing! 

All of this leads me to make 
a suggestion. While Yankeeland 
rings with the concerted applause 
from thousands of prim, old maid- 
enly hands, let AA start a new 
feature. Title: Makeup men we can 
do without! 


That could be equally 


Robert C. Triplett, 
Exposure Meter Merchandising 
Specialist, General Electric 
Co., Instrument Department, 
West Lynn, Mass. 
- + e 


Says General's 1954 Copy 
Led the Snow/Tow Band 

To the Editor: What does the 
Creative Man mean, “Addressed to 
Competition?” (AA, Dec. 16). He 
would more truthfully have said 
“Copied by Competition.” 

The snow tread tire guarantee, 
“You Go In Snow Or We Pay The 
Tow,” was conceived by this writ- 
er in 1954. It was tested with 
newspaper advertising in several | 
markets in the winter of 1954. 
tear sheet of one of the ads which 
appeared 
Lansing, Mich., Nov. 28, 1954. Sales 


||Pay the Tow!” 
# || cency (?) to change the word “In” 
'|to “Through.” We had scheduled 
2'\a Winter-Cleat advertisement in 


See | 


in the State Journal, 


‘more than doubled, and only two 
‘towing bills were presented by car 
/owners. 

In 1955, the “Go in Snow” ad- 


Christian | vertising was offered to our deal- 


}ers throughout the snow belt and 
| the advertising was run in more 
than 100 markets. The sales ir- 
jcrease of General Winter-Cleat 
tires was phenomenal and towing 
| bills negligible. 

| By that time, competition had 
got on to the fact that General Tire 


| was running away with the winter 


tread tire business and so one of 


|| them rushed into print in the Min- 


neapolis Star, issue of Sept. 26, 
1956, with the advertisement, 
“You Go Through Snow, Or We 
They had the de- 


The Saturday Evening Post issue 
of Oct. 27, and 24-sheet posters for 
November in over 300 markets. 
Soon after our Saturday Evening 
Post advertisement appeared (see 
proof enclosed) black and white 
ads copying the idea popped up in 
several magazines—ads obviously 
hastily prepared and rushed into 


OWE Ta . 


GENERALS” 


GUARANTEE 
TRACTION — 


2) 


be Dec, '/s Jan., /s Feb. 


Prone > 188) 


0 Are Our Busines” 


PARRISH GENERAL TIRE CO. 


1105 E. MICHIGAN A 


the first issues available. Newspa- 
per ads very much like the one il- 
lustrated in the cut of your column 
|}in Dec. 16 ADveRTISING AGE then 
popped up throughout the snow 
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belt. Again, our sales took a big 
jump—more than 100%. 

The advertising is appearing 
this winter in newspapers and 24- 
sheet posters throughout the snow} ~~" _ 
belt and in a Saturday Evening}. ~« 

Post advertisement. Although 
there has been little snow in many 
areas of the snow belt so far, our 
production is running behind or- 
ders. We can’t make them fast 

enough. ' 

Does that look as if our adver- | 
tising is aimed at competition in- 
stead of at the public? Just how 
much better or more briefly could 
you sum up ali the things a car 
owner wants in a snow tread tire 
than in the nine words “You Go in 
Snow Or We Pay the Tow”? 

Competition embellished the 
slogan with the words “Ice, Mud, | 
Or” but there is no tire of any de- | 
scription that is safe on smooth ice | 
at anything faster than a crawl. 

In small type in their guarantee, | which fiery ash could easily fall. 
is a limit of $5 for any towing bill. | How about some Christmas safety, 
Our guarantee puts no limit on the men? 
size of the towing bill. It means 
just what it says, and in addition, 
adds that the General Tire dealer 


Strike up a friendship 


with new PARLIAMENT 


Charles D. Bonsted, 
Syracuse, N. Y. 


‘cigaret hangs over gauzy cloth on} 


Buick Owner Has His Say 
About the 1957 Model 

To the Editor: Here we go again 
boys! It’s always interesting to me 
to see the client and his wife take 
the credit when things go right; the 
agency man and his wife get the 
blame when things go wrong. 

A good case in point is the cur- 
rent controversy between Buick} 
and Kudner. As a long-time Buick 
owner you couldn’t give me the ’57 
Buick free. Even an advertising 
campaign created by the Lord him- 
self couldn’t have sold this model. 

Howard Overback, 

Taylor & Co. Inc., Portland, 

Ore. 

. . e. 


Reader Analyzes Approach 
in No. 32 of AA Series 


To the Editor: Bless you, Bless Cron in the business to be of serv- 


you, Bless you. 


I nearly cheered when I saw/in business to be of service to 
your Dec. 16 No. 32 [in the “Ad-| Cron? 


vertising We Can Do Without” se- 


ries]. For about three or four years must admit. 
now, acting on the sage advice of | publications. Copy their FREE edi- | 
a wise old editorial man, I have|torial presentation. Write a little | 


71 


merely filed Cron’s letters—every |note . . . send it air mail . . and 
one of them rushed by airmail to sometimes mark it “personal” for 
meet “an extremely acute time | that added touch. And then sit 
element”—in file 13. But with a) |back while your bookkeeper adds 
great reluctance. | pennies here and there to mark up 

The sad part of this song is, the a cut that would cost (and I’m not 
publication is basically fine. They|up on the engraving costs) not 
do a good job with the amount of | more than ten bucks at the maxi- 
space they have available, but they | mum. 
ruin the whole setup by their}; To CronIsay Nutz. . . and pub- 
damnable sneaky way to sucker |lication in AA is what they have 
you in on engraving and “necessary had coming for years. Their sins 
white space” fees. _are bared for all to see. 

But the thing that really kills| To Apvertisinc AcE I say—wait 
me, is where do they get the au-|a minute, I’ve already said. Pardon 
dacity to approach a prospect with|me while I give one healthy 
/(1) Your product is fine; (2) We| HURRAH! 
will present it “editorially”; (3) | 
Can we bill you. 

My question is (and I may be) 
| naive): (1) Aren’t the best things 
|in life free—editorial space? (2) Is 


John A. Schon, 
Beach City, O. 


| 


WHAT'S NEW IN 
MARKETING? 
See 
THE CONSUMER BUREAU 


announcement, page 94 


ice to architects and engineers, or | 


Sounds profitable, though, you 
You scan reputable | 


will pay any reasonable taxi bill | 
due to the inconvenience of getting 
stuck in the snow. See copy of 
guarantee attached. 

Have you ever checked results of 
an advertisement before you sit in 
your ivory tower and criticize it? 

You should have a pair of Gen- 
eral Winter-Cleats on your rear 
wheels. You will “Go In Snow Or 
We'll Pay The Tow.” 

Ralph H. Harrington, 

Advertising Director, General 

Tire & Rubber Co., Akron. 


Recalls Old-Time Campaign 
Waged by Bennett Bates 


To the Editor: It is with regret 
that I read in the Jan. 6 ADvER- 
TISING AGE of the death of Bennett 
Bates. He was certainly a great ad- 
vertising man—and an advertising 
man’s advertising man. 

The notice brings to mind an in- 
cident out of the past at Erwin, 
Wasey & Co.’s old offices in the 
Graybar Bldg. Bennett was a me- 
ticulous dresser and since no one 
else would do so, contributed a 
hand scrubbing brush to the E-W 
men’s room. Others who used the 
brush were prone to drop it, after 
use, bristles up. Bennett Bates took 
the trouble to coin a _ headline 
which he promptly placed near the | 
hand brush. It read in his unique, 
fashion: “BRUSHES DRY BEST 
WITH BRISTLES DOWN.” It was 
a most successful campaign. That 
one headline did the trick and I re- 
member it well after these ten | 
years. 

Thus memory crowns the efforts | 
of a great adman. 


R. L. “Doc” Lenhart, 
Lenhart & Co., Princeton, N. J. 
o-: aee | 


‘Away with Proofreaders,’ 
This Reader Cries 

To the Editor: Another voice has 
been added to my favorite battle- 
cry, “Every Printer an Editor and | 
Every Proofreader Out to Lunch!” 


AA (Dec. 30) reprinted a but-| 
termilk slogan “typo” I’d_ seen 
(“Important to IMPOTANT Peo- 
ple”). 


Trouble is, YOUR printer cor- 
rected the error and completely | 
lost the point! 

Bob Brueggemeyer, 

Promotion Department, Cin- | 

cinnati Times-Star, Cincinnati. | 

. . o 


Smoker Wrong on All Counts 
in This Christmas Ad 


To the Editor: I’m afraid this | 
Parliament page from the back 
covers of The New Yorker and 
Time (Dec. 23 issue) is Advertis- 
ing We Can Do Without. 

Everyone knows or should know 
that smoking is forbidden in retail 
stores of the kind pictured. Worse, | 
the lighted match is close to fluffy | 
yarn hair on one doll and the man’s | 


REPRESENTED 


NATIONAL 


IN TOTAL DAILY CIRCULATION 
New leader among Houston newspapers is The Houston Post. Total 
daily circulation of The Houston Post is now largest of any Texas daily, 
morning or evening: 213,198.* The best newspaper buy in the South’s 
Number One market is The Houston Post-first in total daily circulation. 


*ABC 9-30-57. 
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Betty Crocker’s Bisquick Party Book offers readers of the 
January Journal 97 party recipes and ideas in 28 colorful pages. 
The book took 18 months to prepare, with recipes developed 
by Betty Crocker and tested in homes throughout the country 


The largest food advertisement 
ever to run in any magazine... 


In its food and homemaking pages, Ladies’ Home Journal 
has shared its brightest and best ideas with millions of women 


General Mills picks since 1883. The Journal has become the best loved 


women’s magazine in America. 


shared her ideas with millions of women, too. She has 


become one of America’s best loved women. 
Betty Crocker’s 


Mr. C. S. Samuelson, Assistant Director of Advertising for 
General Mills says, “Betty Crocker talks to women in their own 


Bisquick Party Book language. So does Ladies’ Home Journal. And the Journal 


gives Betty Crocker’s messages to the most responsive 
women’s audience in the world.” 


General Mills has advertised its products in the Journal 


Never underestimate the power of a woman... continuously since 1893. In January, Betty Crocker’s 28-page 


magazine—Ladies’ Home Journal. 
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Free Service May Eat Up Profits... 


Canadian Adman Suggests Agencies Get Tax 
Exemption for Personnel Time Donated to Charity 


By Harry E. Foster 

President of Foster Advertising, Toronto 

The agency man is only one person in 
every 4,200 of Canada’s population. Con- 
versely, I think you will be surprised to 
learn that agency people are one in ten 
on the active committees of Canada’s four 
biggest charitable organizations! And that 
one man is multiplied by many when 
you think of the many departments he 
may involve in his agency! 


® Doesn’t that indicate what place the 
agency person takes in his community? 
It’s the place where the need is greatest. 

It’s not hard to see why agency people 
become so actively involved in charitable 
works. Not only are they good citizens, 
exposing themselves to more obligations 
than most, but also they are in demand 
because of their professional characteris- 
tics. For one thing, they are familiar with 
the public, and ways to reach the public. 
What’s more, most agency people have 
either a specialized skill of some kind, or 
some specialized knowledge which is val- 
uable in a fund-raising campaign. Agen- 
cy people can speak, plan, organize, vis- 
ualize, budget, help in many ways. 

Naturally, some agencies have a lot 
more people involved in charities than 
others. Here the expense factor certainly 
can’t be ignored. Many precious man- 
hours and expense-dollars can be con- 
sumed that way. 


Charity Has Hazards 

I want to be very frank about this. I’m 
not going to take the attitude of a pro- 
fessional do-gooder here today. I want to 
make it very clear that there are many 
obligations and hazards to charity work 
that must be met head-on. 

And so, if I discuss some of these for 
a minute, I hope you'll understand that 
I'm just exploring a vital situation to 
see if I can’t lay before you a partial so- 
lution that can be beneficial to all of us, 
and charities too. 


s First, everybody knows that some agen- 
cies may have as many as five charitable 
campaigns going on within their walls 
at once, while another agency around the 
corner may have none. 

These campaigns, which very often 
seem to be passed on by clients, can be 
very expensive to the agency. True, the 
bills are paid for the printer, lithographer, 
engraver and what-have-you, but the 
agency has to absorb its own costs. 

The average charitable or public serv- 
ice campaign usually involves at least six 
people—contact man, creative director, 
artist, writer, production man, and one 
of the agency principals. Not even includ- 
ing the principal, the cost for their time 
runs to about $175 for a seven-hour day. 
That’s a steep rate—about $900 a week 
absorbed instead of being applied to reg- 
ular billings. 


The problem of aid to charitable drives, how much free time and 
talent to contribute and how to make it most effective are a real 
problem for advertising agencies. Some frank talk and unusual 
suggestions on the problem were presented by agency president 
Harry E. Foster in an address to the Canadian Assn. of Advertising 
Agencies. Mr. Foster suggested not only tax relief to enable fuller 
agency help, but pooling of agency manpower for such aid—where- 
by the load would be equalized more fairly among the large agen- 
cies (now bearing the brunt) and other capable agencies willing, but 
not now being tapped. He also recommended agency collaboration 
in preparation of a book on fund-raising for small community drives 
and establishment of a fund-raising speaker service. Although Mr. 
Foster is a Canadian, excerpts from his talk presented here are 


pertinent to U.S. agencies. 


There are other hazards: We all know 
that we can lose key people who do an 
especially impressive job before a public 
committee. I’ve even known of cases in 
which an account shifted because another 
agency worked in close contact with it 
during a charitable campaign. 

I’m sure that you will agree that this 
is not a desirable situation. Advertising 
battles should be fought in the advertis- 
ing ring, and not out in the field where 
we're fighting to win some help for the 
needy. 

And yet, the truth remains: The agen- 
cy which takes on too much charitable 
work runs many risks which, in the long 
run, spell “expense” in one way or an- 
other—either direct cost, or losing ground 
in the agency battle. “It can be proud but 
poor.” 


s Where does the solution lie? Might it 
be with the professional fund-raising or- 
ganizations? 

These new organizations have been 
springing up in recent years, often oper- 
ating in Canada without even a home 
base here in our country to raise money 
for churches, colleges, hospitals, and so 

These organizations base their fees on 
the number of personnel involved and 
hours worked. The fee includes produc- 
tion of promotional literature and pub- 
licity, but does not include space or pro- 
duction costs for any advertising media. 
I am told that the fund-raisers do not 
accept commissions on costs of photog- 
raphy, art, engraving, printing, and other 
production items. 


How Fund-Raising Pros Do It 

It’s interesting to note the professional 
fund-raisers’ method of operation. When 
they’re first approached about tackling a 
project, they conduct a three-part study: 
first, to analyze the local situation; second, 
to determine whether the objective is 


realistic; and third. to see how the objec- 
tive may be obtained. 

There is a charge for this study, but the 
client is under no obligation to hire the 
organization. 

If the organization is hired, its first 
step is to send out a director to manage 
the campaign and/or a writer to start 
preparing brochures. Then the necessary 
organization is established, along with a 
timetable to be followed. The appointed 
chairman helps to line up a list of pros- 
pects. And finally, the publicity and ad- 
vertising is put into action by the writer 
and volunteers. 

I might say at this point that G. A. 
Brakely & Co. [fund-raising organization] 
stresses that donors should be sought 
to bear the costs of all advertising space 
and time. 


s The subject of professional fund-rais- 
ers is too great to be discussed any further 
now, but I respectfully submit that it is 
a subject on which we should all be 
informed because those organizations will 
increase in number, and we will be see- 
ing more and more of them in various 
charitable works throughout our country, 
and they will be placing more media, art, 
printing, engraving—everything. 

At this point, may I remind you that 
$750,000,000 worth of advertising was 
placed in U.S. newspapers last year with- 
out commissions to an agency. This was 
placed direct by dealer or distributor. 
Fund-raising could also be diverting many 
commissionable dollars . sometimes 
unnecessarily. 

While these dollars are by-passing the 
agency, what is the agency doing? Per- 
haps handling a charitable campaign! 


= It seems it is the largest agencies which 
are bombarded with the most requests for 
help. 

Some agencies of all sizes are asked for 
more than their fair share of aid because 
of their record of good works and their 


known willingness to pitch in. Others may 
be virtually ignored by charities, even 
though they are quite willing to help. 
This is a great problem—the inequita- 
ble distribution of the charitable work- 
load among agencies. Some are asked to 
undertake so much public service that 
they suffer as an agency, while other fine 
talents and willing hands stand idle. I 
submit that every agency should help— 
and I’m sure that you will agree with me 
that the work-load should be distributed. 


s Big steps to remedy this situation can 
be made through the recently-developed 
body called the Canadian Council of Ad- 
vertising, according to some people. 

You have already heard how our asso- 
ciation and the Assn. of Canadian Ad- 
vertisers have formed a joint body called 
the Canadian Advertising Advisory Board, 
which in turn has three far-reaching 
arms: one an information service, one 
for educational programs, and one for 
public service—the Canadian Council of 
Advertising. 

As I understand it, the present plan is 
that a public service campaign undertak- 
en by the council would be headed by an 
experienced advertising manager, work- 
ing with a volunteer agency. 

This volunteer agency would be respon- 
sible for guaranteeing that the campaign 
would be completed on time, and that the 
quality of work would be commensurate 
with the standards of our members. 


® However, I submit that a volunteer 
agency should be able to draw on top men 
from other agencies, that the best brains 
and planning and thinking should be 
pooled, and that no one agency therefore 
should have to bear the entire load of the 
public service project. 

You can visualize that under our capa- 
ble association manager, Allan Bell, a 
pool could be established from the best 
brains and talents of our business—writ- 
ers, artists, tv men—anyone. Thus, from 
both a cost standpoint and talent stand- 
point, assignments in proper quality and 
quantity could be turned out. 

Wouldn’t the results be outstanding? 


More Agency Tax Exemptions? 

Another field which we should investi- 
gate is that of tax exemptions for con- 
tributions for charitable works—whether 
in money or in time. . . 

I know that many of you operate as 
our agency does—you make donations 
which total the full 5% of your net prof- 
its, as permitted by law. 

Nor does the canvasser realize that you 
have to operate within 15% of your bill- 
ings. But you know it, and you know that 
your profits are also being consumed by 
another form of contribution—the free 
time and services of some of your account 
executives and department heads. 

Shouldn’t there be tax exemptions for 
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some of the costly time of personnel con- 
tributed over and above your 5% cash 
donations? ... 


s Of course, all these things I’ve dis- 
cussed so far originate from one point— 
when it comes to fund-raising, we are the 
experts. 

Here, among [our advertising] associ- 
ates we have the cream of the nation’s 
experience and “know how” in the art 
of fund-raising for worthy works. 

The knowledge is ours; with it goes 
responsibility. . . 

When people [in smaller communities 
or neighborhoods] have a problem that 
involves raising funds, to whom do they 
turn? Where do they look for help? Whom 
do they know who could even start them 
off in the right direction? 

The answer is nobody. They’re off in a 
wilderness of lack of knowledge about 
vital professional functions like fund-rais- 
ing. 

Speaking generally, the people in the 
smaller community have their clubs, their 
pressing needs—and most important of 
all, their livelihood to think of. 

But when the crucial time comes and 
they need the large amount of money 
that can only be raised by public sub- 
scription, they’re lost. Sure, they’re good 
at ticket selling, rummage sales and the 
like, but they have no route of access to 
the many important things that are com- 
mon knowledge here in this association— 
the ways to organize; to make an organ- 
ization work like clockwork; to obtain 
publicity, and more important, to make 
that publicity do what it’s supposed to do. 


s It seems to me that it is not only 
within our power, but also within our 
responsibility, to share our wealth of ex- 
perience and knowledge. 

And I suggest that this can be done 
with a good book on fund raising under- 
written by the agencies represented here. 
We could turn out a fine reference vol- 
ume that would be of service throughout 
the nation throughout the year. 

Each agency could contribute a differ- 
ent chapter to the book . .. perhaps choose 
the agency by the particular expert on 
staff for any subject. 


s Chapters could deal with a campaign’s 
organizational levels: the top-strategy 


Employe Communications ... 


committee, women’s committee, canvasser 
training committee, advertising and pr 
committee. 

Chapters could deal with production of 
brochures, production of radio spots and 
recorded material, production of tv spots 
and flashes. 

Chapters could deal with organizing re- 
port meetings producing display 
material . . . arranging special promotion- 
al functions such as kick-off rallies, pa- 
rades, entertainment, and so forth. . . 

Wouldn’t this project serve three fine 
purposes? Wouldn’t it be of invaluable 
help to large and small organizations 
across Canada? Wouldn’t it be of very 
great help in advancing the interests of 
many different charitable projects? And 
finally, wouldn’t it help to broaden Cana- 
dians’ understanding of advertising agen- 
GET + 


® Again, I think that this last role can 
be greatly advanced by still another proj- 
ect: 

It seems to me that charitable organi- 
zations across this country—even tem- 
porary charitable campaigns—would wel- 
come the support of a public speaker from 
our industry. 

And there’s no doubt that we have some 
very fine, some outstanding speakers in 
this association. 

I hope that this convention will see fit 
to act on these suggestions. We have the 
power to be one of the nation’s greatest 
forces in public service, and I’m sure that 
we will not fall short of what we should 
Gh: ss 

oo * _ 

Gentlemen, I have asked a lot of you 
today. I made my proposals with con- 
fidence in you. 

I suggested that we should form a pool 
of manpower and brainpower, the better 
to carry the great weight of. public serv- 
ice works. 

I suggested that we should collaborate 
on a book on fund-raising, so that the 
pathways of success that we have found 
may be extended. 

I suggested that we should make an 
outstanding public speaker available to 
public service. 

I suggest these things with good reason 
... for this, I submit, is The Place of the 
Advertising Agency in the Community of 
Canada! = 


The Wives of the Publicists Speak Up 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The Chicago chapter of the Public Re- 
lations Society recently undertook a sur- 
vey of members’ wives. It was a bold ex- 
periment, fraught with some peril, be- 
cause the invitational tournament invited 
the wives to speak frankly, however 
anonymously, about their husbands’ or- 
ganizations. Some of the hausfraus recog- 
nized the survey for the fun it was in- 
tended to be, but others were sobered by 
the responsibility and took it in deadly 
earnest. 

For the statistical, it may be reported 
that exactly 50% feel the old man tells 
his wife only what he wants her to hear 
and this, evidently, isn’t much. Ten per 
cent feel the organization is really inter- 
ested in her, but 50% feel the organization 
“doesn’t give a damn about me.” Com- 
menting on organizational communication 
with the wife, upwards of 50% are happy 


so long as their husbands are, and are 
willing to let it go at that. 


s The women admit to a lack of persua- 
siveness, since more than half think they 
have little influence on their husbands’ 
attitude toward the company. Office par- 
ties came under consideration in one of 
the questions; roughly 70% think they are 
all right, whether wives are invited or 
not; 20% approve only if they are in- 
vited, and about 10% frown on them. The 
vote indicated a sweet tolerance on the 
part of wives toward office parties, and 
doubtless several members took advan- 
tage of it during the Yule season. 
Another question probed into the hus- 
band’s “real” relationship with his secre- 
tary, but the women were equal to the 
challenge: Two-thirds think she is a def- 
inite help, less than a third feel their 
husbands don’t get the help they need. 
Two wives shuddered to think she is “too 
helpful.” The wives’ relationship with the 
husbands’ boss was probed with about an 
equal number saying they see him rarely, 
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The Creative Man’‘s Corner... 


dedicated individuals. 


spiritual meditation. 


us. 


Christ.” + 


Good Intentions 


Well, kids, here we go again. At least once a year, usually around Christmas, 
we find ourselves coming upon an ad like this one and asking if commercial ad- 
vertising is really a suitable vehicle for the propagation of faith and the relig- 
ious spirit. And, as before, we’re not sure. Not quite. We incline to the feeling 
that belief in a Supreme Being and in brotherhood is perhaps best spread by 


We do not question the good intentions, indeed the noble intentions, of the 
Norfolk and Western Railway. The commercialization of Christmas is frighten- 
ingly far advanced. But the voice of advertising, which is raised so loudly in 
that very commercialization, hardly seems the appropriate voice to urge us to 


Maybe it’s the sloganeering way in which it asks us to remember the sig- 
nificance of Christmas: Let’s Keep Christ in Christmas. This carries too much 
of the overweening assumption of so much advertising that a good slogan, or 
theme, is sufficient to solve all problems. To our way of thinking, there is not 
enough humility in it. It suggests that we have the power to do something 
about God. This, in our opinion, does not bend the knee sufficiently, does not 
bow the head, does not surrender the will so that God can do something about 


If we criticize, it is not done with irreverence but out of a spirit of reverence 
for the very worth while goal of a call to prayer. Maybe we’d feel better if it 
called us to prayer, if it said, “Let us remember that Christmas begins with 


and that the relationship doesn’t have 
anything to do, pro or con, with the hus- 
band’s job. One cynical commentator dis- 
posed of the boss with the remark, 
“Frankly, he bores me.” 

The publicists’ wives for the most part 
feel that their relationship with the boss’ 
wife has little to do with the husband’s 
job. One wife, rejecting the proffered 
classifications, wrote under Remarks: 
“Seldom see her, never talk to her and 
can’t stand her would be the proper com- 
bination.” Regarding out-of-town trips, 
roughly one-third of the respondents said 
they felt the husband can hardly wait to 
get home! 


® The wives rallied to their own sex in 
commenting on women in business. The 
majority feel “business women are just as 
good as men, if given a chance.” Three 
expressed the view that business women 
are merely frustrated housewives “who 


would flunk the homemaker’s test.” 

Regarding women stockholders, 12% feel 
it is proper for women to own stock if 
they have no say in company policy, but a 
whacking 80% not only think it’s proper, 
but that women should take an active in- 
terest in voting it. One footnote read: 
“From the gaunt condition of the stock 
market these days, I suggest they may 
be voting it now.” 


® More than 25% of the women own 
stock in their husbands’ companies; 
around 30% own stock in other companies, 
and the rest own no stock at all. The final 
revelation in the survey sent the husbands 
home with something to think about: A 
thundering 90% feel they should know 
more about the companies their husbands 
work for, because their own security is 
involved. In that respect the wives’ vote 
followed the pattern of company surveys 
the country over. + 
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What makes a market great? 


Like the Chinese pheasant—a 
.amously successful ‘“‘transplant”’ to 
America’s Upper Midwest— industries, 
businesses and people who move to 
this remarkable region thrive and pros- 
per, too. 

From the Upper Midwest’s wealth 
of human and natural resources has 
come a dynamic business and indus- 
trial development, bringing 150 more 
industries to Minnesota alone in the 
past two years, with major installa- 
tions by IBM, Remington-Rand and 
Prudential among recent ‘‘trans- 
plants.’’ With one of the nation’s best- 
educated labor forces at its disposal, 
it’s no wonder that Minnesota’s big- 
gest employer is a great electronics 
“brain industry.”’ And, all over the 
area, community development proj- 
ects are burgeoning. At the 2,000- 
acre Valley Industrial Park develop- 
ment, just outside Minneapolis, to- 
morrow’s factories will have access to 
some of America’s finest facilities in 
water, rail and highway transporta- 
tion. 


Upper Midwesterners have money, 
know how to invest it and spend it. 
They own nearly $4 billion in common 


stocks of 350 major corporations, 
spend more than $5 billion a year in 
retail purchases. And they buy homes 
—75% of Minnesota homes are owner- 
occupied. Big spenders, they pay their 
bills promptly. Minneapolis for many 
years has ranked among the top 10 
“prompt pay”’ cities of the nation. 


What’s the force behind this pros- 
perity? A healthy, balanced economy, 
firmly fixed on a highly diversified 
natural wealth. Just consider: the un- 
surpassed water supplies of Minnesota, 
where one square mile in 20 is covered 
with water and 1,000-gallon-a-minute 
commercial wells are common .. . 
northern Minnesota taconite, respon- 
sible for the nation’s biggest mining 
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Power 


development . . . North Dakota’s 
Williston basin oil, flowing from 785 
wells in 32 proven fields . . . bountiful 
North Dakota lignite that can meet 
the nation’s total solid fuel needs for 
240 years. 

With such endowments, activity 

and potential, it’s only to be expected 
that “the next 25 years belong to the 
Upper Midwest.” 
NOTE TO ADVERTISERS: The quickest, 
most economical and resultful way to 
tap the expanding Upper Midwest 
market is through the pages of the 
Minneapolis Star and Tribune. Now 
only the four largest U.S. cities have 
newspapers with more circulation than 
the Minneapolis Sunday Tribune. 


Copr. 1957, The Minneapolis Star and Tribune Co. 


i Minneapolis 
>| Starend Tribune 


EVENING 


MORNING and SUNDAY 


yb nesota. 


South Den 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Salesense in Advertising ... 


Are Women Foolish Enough 
to Believe This Ad? 


your 
complexion 
at 


seventeen? 


with new De PS anarey 


Royal 


yure that br 


By James D. Woolf 
Advertising Consultant 

Reproduced here is a page advertise- 
ment sent to me by the wife of a New 
York agency executive. Her accompany- 
ing letter is as follows: 

“As the wife of an agency man, and a 
former copywriter my- 
self, I follow advertis- 
ing with a great deal 
of interest. I object to 
the enclosed Du Barry 
Royal Nectar ad on the 
ground that only wom- 
en who are fools will 
believe it. 

“IT remember my 
complexion at 17 only 
vaguely, but I suppose 
it gave no hint of those tiny age-lines and 
age-signs that I now find on my face at 42. 
I spend a lot of time and money on beauty 


+ ae ER, 


James D. Woolf 


Nectar 


ee 


care with very little success in eradicating 
the telltale signs of advancing years. It’s a 
hopeless struggle. 

“And yet Du Barry expects me (and 
millions of women like me) to believe 
that ‘with Du Barry Royal Nectar... you 
can recapture that breathlessly young 
look!’ And that ‘within a week your skin 
starts to regain the loveliest look it ever 
knew.’ 

“Me? Looking ‘breathlessly young’? Me? 
Regaining the loveliest look my skin ever 
knew? What a laugh! 


s “The Du Barry page appeared in Holi- 
day. I have always assumed that the read- 
ers of this quality magazine were probably 
somewhat above the average in intelli- 
gence. Is it possible that among them 
there are enough fools to believe the out- 
rageous promise made in this advertise- 
ment?” + 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, IlL., for “Salesense in Advertising,” available on five days’ approval. 


Looking at Radio and Television ... 


Teacup Readings on the Ratings 


By the Eye and Ear Man 

The newest television ratings have 
turned up some surprising evidence that 
advertisers can study for future use in 
the eternal battle to get the maximum 
amount of circulation to their commercial 
pitch via a shrewd use of show business 
judgment. 

Several lessons on the value of a time 
period emerge: for three years Danny 
Thomas was a dismal rating failure, while 
a critical and artistic success. The mere 
act of moving from ABC to “Lucy’s” hot 
time period on CBS tripled his rating and 
put him up the ladder from the bottom 
ten to the top ten with the same show. 

Does this mean that ABC is the wrong 
network for comedy shows? Probably not, 
but still—. The environment is not a com- 
edy environment and westerns remain the 
top ABC rating earners. The second- 


rating stations in important areas also 
penalize a comedy, it seems, while the 
same handicap does not seem to bother 
the westerns. 


s At any rate, Danny Thomas (while a 
long way from the “I Love Lucy” ratings 
of last year) has proved that it was the 
time period and not the show that was 


at fault. It is possible to conclude that 
many shows which have been canceled 
may not have been flop shows. It may 
well be that many of them could have 
been saved by better times. 

Nearly half of the top ten shows are 
westerns. There is no downright failure 
among the western category, and this 
means more of them next year. It is 
frequently reported that about a third of 
all motion pictures historically were 
westerns. It is also said that none of 
them ever lost money. Apparently people 
like them. 

It must be repeated over and over 
again that, in our existing economy, tele- 
vision is not a medium of communication. 
It is a mass medium for moving merchan- 
dise. In order to move merchandise, the 
commercial must be delivered to a maxi- 
mum number of people. If westerns do 
that job, advertisers will use them despite 
critical attacks. The subject of westerns 
as a proper framework for commercials 
is another subject which will be discussed 
here later. 


® This is also the year of the fatigue 
factor setting in for established shows. 
While the success of “Maverick” on Sun- 
day, 7:30-8:30, has been fully reported, 
the Nielsens have it still behind Sullivan, 
Allen, Benny, and “Bachelor Father.” 
.he fact is that a good western can 
penetrate even the formerly invulnerable 
leaders and shove them out of the top 
ten. Since they are premium price shows, 
either the price must go down or the 
rating must come up. 

Other old faithfuls that are teetering 
are “Disneyland,” which has been neatly 
clipped by “Wagon Train”—not to the 
point of failure, but to the point of taking 
second place and costing too much for 
the circulation. “Robin Hood,” another 
leader in the kidult field, is now running 
a close second to a quiz show, “The Price 
Is Right.” 

The stiff competition all along the 
7:30 EST front and the difficulty in 
selling this time leads to the probability 


On the Merchandising Front... 
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that the price for time and talent will go 
down in this period. Repeat strip film 
shows, spots or low-cost quizzes may be 
the permanent programming, and minute 
spots will be available in this period in 
the future. 

One of the most alarming aspects of 
the current season is the fact that less- 
than-ten ratings are scored in prime time. 
The increasing selectivity of audiences 
really turns thumbs down on shows they 
don’t like. Shows like those of Patrice 
Munsel Mike Wallace, and Guy Mitchell, 
have ratings which would never have 
been predicted on a network. 

The expensive disappointments—Si- 
natra, Polly Bergen, “Club Oasis,” Gisele 
MacKenzie, Winchell, “Court of Last Re- 
sort,” “Harbour Master,’”’ Pat Boone, etc. 
—will make short term commitments 
even more desirable next season. 

The musical category in hindsight 
seems to be a big bust, for the most part. 
Even Dinah Shore and the big Sunday 
night musical are unable to topple “GE 
Theater” and Hitchcock, despite the 
logical expectation that two dramas 
could not stand up against a well-pro- 
duced, bouncy musical hour. 


s The musical category will, therefore, 
be whittled down numerically next sea- 
son. Westerns will positively, absolutely, 
be up—even though some may be dis- 
guised as historical dramas, gambling 
epics, or uptown pioneering. Quiz and 
participation will be about the same, as 
will dramas. But comedy will be back. 

The acknowledged void of this year is 
comedy. It is universal in its appeal and 
tops in rating. Danny Thomas will in- 
spire comedians (laying off this year for 
lack of material) to find some formula 
that will work—probably every-other- 
week or monthly rotation performances, 
or a stable format of situation comedy, 
which is easier to write. This will be the 
area of risk, but networks and adver- 
tisers alike will do their best to put some 
boffs in with the boots and buckskins 
next season. + 


Don't Figure Too Much with Figures 


By E. B. Weiss 

Periodically I feel compelled to blast 
away at various business statistics—obvi- 
ously because I am so firmly convinced 
that (a) the major share of our business 
ste ‘~tics are quite unreliable (and that is 
treating them rather 
tenderly) and (b) our 
ability correctly to in- 
terpret our business 
statistics tends to be as 
woefully inept as the 
figures themselves. 
When unreliable sta- 
tistics are unreliably 
interpreted the net re- 
sult can be, shall I say, 
a “bit” misleading? 

This current blast was inspired by two 
sets of figures I came across recently. 
Both sets of statistics concerned them- 
selves with night openings of retail stores 
located in shopping centers. The object of 
each study was the same: How many 
nights a week are shopping center stores 
open? 

Now it so happens that there are not 
billions, or millions, or hundreds of thou- 
sands of shopping centers. Since shopping 
strips, small neighborhood centers, etc., 
were not included in either survey, the 
total number of shopping centers being 
surveyed totaled no more than several 
thousand, and perhaps under 2,000. There- 
fore, large figures were not involved—as 


E. B. Weiss 


would be the case, for example, in the 
Alice-in-Wonderland situation that has 
emerged in connection with the multitude 
of cigaret-cancer statistical studies where 
a bedlam rages of conflicting figures and 
conflicting interpretations of the same set 
of statistics. This shopping center night 
opening study involves a small, compact, 
easily-defined group. 


® The subject also is concise, sharp, in- 
capable of misinterpretation; either the 
stores in these shopping centers are open 
at night or they are not. So here, again, 
there is practically no room for claiming 
that different criteria, or variables, etc., 
are involved. This is an open and shut 
proposition—and I’m not trying to be 
funny! 

Now—one of these shopping center 
night opening studies was made by the 
National Retail Dry Goods Assn. The other 
was made by the Riverside Plaza Shop- 
ping Center of California and presented 
to the International Council of Shopping 
Centers meeting in Los Angeles. Both sur- 
veys were made in 1957. It is possible that 
the NRDGA survey was the more national 
in coverage of the two. 

That, then, is the setup. You, Mr. Read- 
er, presumably are curious to know (as I 
am) to what extent the three-night open- 
ing policy has spread among shopping 
centers. Surely this is not an intricate sub- 
ject—and surely these two similar studies 
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Management has two ears. One you reach through business —_ buying patterns of industry. To communicate with him at a 
management magazines. The other belongstooursubscriber. _ level worthy of his interest is a challenge hundreds of indus- 
He is the man of Technical Management, the scientifically- _ trial companies have accepted in our pages. Successfully. 
trained intelligence of our economy, whose decisions setthe § SCIENTIFIC AMERICAN, INC., 415 MADISON AVE., N.Y. 17 
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should pinpoint the answer conclusively 
as well as precisely. Okay—let’s see: 


® The NRDGA study tells us that of the 
96 shopping centers it studied, 30 main- 
tain two night openings; only 13 have a 
three-night schedule. So you turn away 
with the very exact knowledge that the 
i three-yight opening schedule is still lag- 
‘i ging way, way behind the two-night open- 
ing schedule in the present-day shopping 
center. You no longer feel quite so sorry 
for the store managers, the store owners, 
the sales people—and those prophecies 
that E.B.W. has been making about our 
becoming a nation of nocturnal shoppers 
are either inaccurate or premature, or 
both. 


s But wait a minute, sir—figures lie and 
liars figure. Let’s turn to the study made 
by Riverside Plaza of 130 regional and 
community shopping centers. Hold on to 
your seat, as well as your sanity: Here we 
find that 31% are open three nights a 
week; and 26% are open two nights. Con- 
cluded this survey: The trend is away 
from two evenings and is toward three. 


Of course, we all have the same habit 
with figures; when they bear out our con- 
tention, obviously they are completely ac- 
curate. When they don’t—it’s a case of 
plain lies, damn lies and statistics. 


® So I choose to believe that the night- 
opening figures supplied by Riverside 
Plaza more accurately represent the 
night-opening trend in shopping centers— 
that is, with respect to two night open- 
ings vs. three night openings—than does 
the study by the NRDGA. 

But whether or not you go along with 
me in my choice, bear in mind, the next 
time you see a neat tabulation of research 
statistics, that they may be more neat 
than accurate, and that their interpreta- 
tion may compound a felony. Also, when- 
ever you pore over statistics, keep in a 
little nook in the corner of your brain the 
simply fantastic welter of statistical claims 
and counter claims in the cancer-cigaret 
debate. Never was the science of math- 
ematics more shamefully aborted and dis- 
torted; except, perhaps in the case of some 
of our copy, marketing and motivational 
studies. + 


From an Art Director's Viewpoint . . . 


Hey, Gebrauchsgraphik, 
We Ain't So Late Schmart... 


Advertising Age, January 20, 195° 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 


tive 
training.) 


A good beginning for any ad’s prepara- 
tion is the asking of a few simple ques- 
tions: “What are we running this ad to 
say? What is the story we are trying to get 
across? To whom are we running it? Will 
they know we are addressing them? Will 
they know almost instantly what we are 
trying to say to them? Do we get our story 
across and seek a positive action or re- 
action?” 

This full tabloid page was run to say 
something. I don’t know what, and you 
won't be able to figure it out either. It 
looks like an ad for a toy car. Then it looks 
like they are selling steel. I’ve no idea to 
whom the ad was addressed. Men, women, 
children? Prospects for steel? Tire pros- 
pects? Toy prospects? 

This is about as mixed up and obtuse a 
presentation as could be found to illustrate 
how not to create advertising. 

Many advertising errors and much ad- 
vertising waste would be eliminated if 
only those simple questions listed above 
were made the beginning of advertising 
creation. 

This ad ran in a great city’s daily paper. 
It therefore wasted much more money 
(though not proportionately) than if it had 
run in a small city. To waste any expense 
dollar is bad enough—for it is waste. A 
dollar wasted in maintenance or delivery 
—for instance. But it’s only that dollar 


advertising and advertising 
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wasted. However, wasting arm ad dollar is 
much worse, because not only is the ad 
dollar gone—wasted—but gone with it are 
the several dollars of volume gross and 
profit it might have produced, but didn’t. 
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By Andy Armstrong 

Here’s a visual idea that could have 
lain dead forever in the European art 
annuals. Building pictures with type. Who 
brought it to life? Not Olivetti. Not Her- 
mes. Why have they walked around it 
so long? After all, they 
are Europeans, aren’t 
they? 

Strange thing is, 
typewriter advertising 
has never made full use 
of typewriting. All 
manufacturers show 
you a streamlined met- 
al deal that looks just 
like every other ma- 
chine of the same de- 
sign period. Each carries the roller in 
the same place. And nobody can do any- 
thing to put news in the keyboard. That 
would be like changing the gauge on a 
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=  Smith-Corona 
Own the wortd's firet and fastest portable typewriter the whole family will use it. 
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railroad. You let that keyboard alone, see? 

So always we wind up staring glassy- 
eyed at the hardware, while a heading 
tells us it’s quieter than a sick mouse. Or 
it comes in eight pastel tones, including 
puce. Or the touch is so light you'd bet- 
ter not breathe heavy. 

They tell you everything about a type- 
writer but WHAT IT DOES. 

Smith-Corona, here, let’s you in on the 
big secret. Not only does this thing turn 
out words in long clean lines, but it does 
it all over the house. In the bedroom, the 
study, the kitchen. And you don’t have 
to be a genius to see that. 

It Types. It’s Portable. ALL THROUGH 
THE HOUSE. 

What a relief, once in a while, to be 
able to turn off the old hearing aid, and 
lie back happy in the knowledge that the 
idea is still coming through. # 


Mail Order and Direct Mail Advertising . . . 


Continuous Testing Is Vital 


By Elon G. Borton 

Are you, for your first time, thinking 
about using a direct mailing piece or cam- 
paign—planning to do it all alone? 

Don’t do it unless you are willing to 
risk your time and money on odds very 
much against you. . 

Success in direct | Ya 
mail calls for more 
knowledge and experi- 
ence than perhaps any 
other medium of ad- 
vertising or selling. It 
looks easy but it isn’t. 
Some experts say that 
at least half of all di- 
rect mail is not fully 
effective and one ups 
that figure to 75%. 

This is not particularly surprising, for 
in addition to the difficult problem of 
influencing people’s emotions and reason 
in favor of your product (as all adver- 
tising must do), direct mail comes into 
the house or office uninvited and often 
as an interruption. It has no accompany- 
ing editorial matter or entertainment to 
prepare and condition its prospect. It 
must, all on its own, somehow get the 
recipient to open, read and act. In some 
ways direct mail is asked to do more than 
any other medium of advertising. So it 
can be very powerful or a terrific flop. 


Elon G. Borton 


8 What should you do? 

Consult an experienced direct mail man. 
It may be a letter shop or a printer who 
does much direct mail work. It may be 
a business man who uses-direct mail. It 
may be someone in your agency or a di- 
rect mail consultant. Such a man can not 
guarantee that any particular letter or 
mailing will succeed, but he can prevent 


bad mistakes and give you much better 
odds for success. He knows the general 
patterns of direct mail and can help you 
judge in advance whether your product 
and price are about right, what list of 
prospects you should address, what form 
your mailing should take, at what season 
of the year or day of the week it is best 
to send out your offer, etc., etc. 


s Of course you will also check the print- 
ed material on direct mail. There are a 
number of good books—four of the best 
of which are Ed Mayer’s “How to Make 
More Money with Your Direct Mail,” Bob 
Stone’s “Successful Direct Mail Adver- 
tising and Selling,” Harrie A. Bell’s “Get- 
ting the Right Start in Direct Advertis- 
ing,” and “Direct Mail Advertising and 
Selling,” by Egner and Walter. Another 
valuable aid is the “Robert Collier Letter 
Book,” first published in 1931, but recent- 
ly revised. 


s Then if you have the time and your 
mailing is to a large list, you will make 
a test mailing on a small number before 
you shoot the works. This will tell you 
whether you are anywhere nearly on the 
right track. If the test brings good results, 
then your main mailing can be sent out. 
If test results aren’t good, then you should 
change your mailing in some way and 
test again until you find the right pattern 
for you. 

But even when you develop a success- 
ful mailing piece or campaign, you will 
be wise to keep on testing. The experi- 
enced mail order man never quits testing 
to find even better mailings. Next to a 
good product, price and market, contin- 
uous testing is the sine qua non of direct 
mail. + 
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They can produce something of value. At Consolidated. we believe that originality, 


technique and integrity are the true tools of our trade .. . the hidden assets that can 


transform the mediocre into the magnetic. 


CONSOLIDATED 


LITHOGRAPHING CORPORATION 
Carle Place P.Q., Long Island, New York 
REPRESENTATIVES THROUGHOUT THE UNITED STATES |) DISPLAYS « PACKAGING 4 BOOKS « PROMOTION MATERIAL 
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Advertising Age, January 20, 1958 
Tips for the Production Man... 


Design, Layout and Caption 


By Kenneth B. Butler 


Every person who handles production 
for a living finds himself doing a lot of 
layout, even where there are artists and 
layout men on the staff. We all, natural- 
ly, turn to the work of other men for ideas 
and for inspiration. 

A welcome visitor to my desk every 
month is a relatively new publication (in 
its fourth year). To me, it is chock full 
of ideas and I am intrigued by what this 
magazine does with type, pictures, and 
color. 


® The name of it is Industrial Design. 
Put out by Whitney Publications, New 
York, it is a monthly review of form and 
technique in designing for industry. They 
do a good job of design for themselves, 
too, and I recommend that those interest- 
ed in layout look into this source book. 

They do a lot of imaginative things with 
color and surprinting of type and illus- 
tration. Some of these treatments may 
be just “too too” for your particular use, 
yet it’s nice to look now and then upon 
forbidden fruit. 

In a recent number I was intrigued by 
some of Industrial Design’s caption 
treatments. Their captions are short, easy 
to find. Frequently their captions are 
handled as a part of the design pattern 
of the page, occupying a design place- 
ment in unison with illustration. 


s They proved, too, that the principle of 
cut-away views can be achieved without 


EXPLODED DETAIL—There’s 
about numbering the details to be ex- 
plained in caption below, but there may 
be a new slant here by combining this 
gimmick with that of cutting the picture 
into the component parts being described 
in caption. At least it’s an attention getter. 


nothing new 


Lighting equipment integrated with 


Unitized hydraulic system pe 


OVER-ALL DESIGN—Industrial Design uses 

captions as part of over-all design pat- 

tern of the page. Note that final lines of 

captions are not permitted to run much 
short of full length. 


going to the considerable expense of com- 
plicated art and retouching. At least, 
they showed there are alternate ways of 
doing this. They ran, in colored ink of 
medium intensity, a halftone photograph 
of a new color camera in which sun pow- 
er replaces batteries for adjusting lens 
automatically. This view showed the ex- 
terior of the camera. Overprinting the 
halftone in black line work with short 
explanatory legends also overprinting, 
were sketches of the how-and-why of the 
working mechanism. The line work was 
positioned in the proper area, thus show- 
ing the inside mechanism without the cost 
of a cut-away retouching. 

You may find, as I did, that a study of 
Industrial Design is stimulating. + 


Ric-actuated steering controls 


3 ‘Rncods an to 19.3 moh. 


PINPOINTED CAPTIONS—It is not easy to point out specifics with general captions. Design 

publication handles this artfully and ingeniously with single line captions printed in 

color over standard square finish halftone. Makeup and register are simple. This is 
possible when two colors are used. Description gets at the heart of the subject. 


What They Were Saying 25 Years Ago... 


Walther Buchen, president of The Bu- 
chen Co., addressing the Chicago Business 
Papers Assn. (AA, Jan. 14, 1933): 

“The general run of business papers are 
so made up that it is seldom possible to 
use small space effectively. The usual 
front and back makeup of the advertising 
sections buries small advertisements. 

“In addition, the usual position require- 
ments bar them from the more desirable 
parts of these sections. In other words, 
the business publication is made up for 
the big fellow and not for the little fel- 
low.” 


Allan Brown, advertising manager of 
Bakelite Corp., addressing the Technical 
Publicity Assn., New York (AA, Jan. 14, 
1933): 

“The circulation statement should be 
only the starting point of the advertiser’s 
study. He should follow it up by going into 


the publisher’s office and gathering at first 
hand all the data needed to show the 
quantity and quality of circulation, the 
adequacy of the editorial service and the 
relationship of the cost of space to the 
publication’s production costs.” 


Edgar Kobak, vp of McGraw-Hill Pub- 
lishing Co., addressing the Technical Pub- 
licity Assn., New York (AA, Jan. 14, '33): 

“Convincing evidence of the masses’ 
faith in advertising may be found in the 
classified columns of any newspaper. It 
would do 80% of advertising men a lot of 
good to read them regularly, not only to 
bolster their confidence but to learn more 
about copy. Some of the best advertise- 
ments I have seen have been classified 
advertisements written by people who 
have only the faith in what they are do- 
ing to help them.” 


i 
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Figure A: Here is a simple diagram of 
a side view of a standing person, in- 
dicating just about all of the anatomy 
you will normally need for stick fig- 
ures in your roughs. For clarity in 
these side views, the arm and leg on 
the far side is gray. Arm B is the 
raised right arm, leg C is the left one. 
Figure Al shows some other positions. 


The reason for starting with side 
views for knee action is to acguaint 


How to bend the knee 


Some principles of this important action for creative writers 


Next Lesson: “Practical Knee-Bending for Copywriters” 


Salts 


you with primary movements [first. 
The leg is like a jackknife, D, its 180 
degree “knee” range, E to F, shown 
most clearly from the side. The phan- 
tom foot shows comparative leg ac- 
tion. 


Figures G, H and I show how, as the 
knee is bent downward to the closed 
jackknife position, stature is reduced 
until, in K, a final folding lowers 
your figure to restful prostration. 
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Ekco Cuts Prices by 25% 
Ekco Products Co., Chicago, for 


the period Feb. 1 through April 30, | 


will offer its stainless steel Flint- 
Ware products at a 25% price cut. 
Better Homes & Gardens, March; 
Ladies’ Home Journal, April, and 
Life, April 7, will carry page ads 
promoting the 25% off sale. Danc- 
er-Fitzgerald-Sample, Chicago, is 
the agency. 


KRLD 


cBSsS 
DALLAS 


HAS 
MORE 
LISTENERS 


than 
any other . 
radio station gers 
in Texas BRANHAM COMPANY 


Notional Representetives 


Information for Advertisers 


Kansas Press Service, 701 Jack- 
'son St., Topeka, has released re- 
sults of a survey showing adver- 
tising linage in Kansas daily and 
weekly newspapers for oil and gas, 
tires and batteries and liquor. The 
| report covers the four-month peri- 
,od of June through September. In- 
| cluded with the liquor report is a 
comparison of ad linage and Kan- 
sas liquor imports. Write Larry 
Miller for a copy. The Press Serv- 
ice plans to report on automobile 
,linage beginning with November 
1957 figures. 


e Cleaning Laundry World plans 
a series of eight articles to run in 
/eonsecutive issues February 
| through June on “Ventilation & 
| Air Conditioning in the Cleaning/- 
Laundry Industry.” Len Fiddle, ed- 


Sar at 


We work Nights too! 


Sothat today won’t 


be the sad tomorrow 


you advertising production men worried 
about yesterday, ROGERS will now 


serve you efficiently 


both night and day. 


... So, if along about 4 P. M.—or any 


time—you feel the 
tightening up your 


last minute jitters 
nerves, just pick up 


the phone and call Calumet 5-4137. 
You’ll receive the same conscientious 


attention to your 


specific needs, the 


same meticulous craftsmanship, and 
the same true-to-copy photoengravings 
that have characterized ROGERS serv- 
ice for a third of a century. And your 
pick up and deliveries will be just as 


prompt after dark 


as in the daylight. 


,itor of the publication, 10 E. 40th 
St., New York, has available a sev- 
en-page brochure which outlines | 
the editorial campaign. 


e Hardware Retailer, 964 N. Penn- 
sylvania St., Indianapolis, offers | 
' free copies of its survey on the im- | 
portance of hardware retailers in | 
housewares and giftware sales. The | 
survey discloses the three best 
months for such sales, average 
turnover in these departments, av- 
erage margin, how many hardware | 
retailers advertise housewares and | 
gifts and in what media, and other 
information. The report was in- 
cluded in the January issue of the 
magazine. Write to Don Hayes, | 
|general sales manager. 

thought norant fo 
e Canned pork or beef and canned 

Vienna sausages are used by more 
than six of every ten rural south- 
ern families, according to a survey 
by the Progressive Farmer among) 
its subscribers. Pork and beans led 
among the 14 canned and packaged | 
foods covered by the survey with| 
83% of the families using them, | 


y said, 


4 ) enoug 
fab.1c had one peculiar property 


the 
Swish and Swear are great geniuses ' 


be was visited by « pair of 
is a shirt 
and we swear it will 
tisfy the most fastidious Emperor.” But this 


So he proclaimed it the finest shirt he had ever seen, and announced 
that he would wear it in a royal procession. “How immaculate is the 
ople, for none of them wished to be 


packaged wieners followed with 
80%. Salmon, tuna and sardines 
were used by 76%. 
|respectively. The survey was made 
in the last week of October and 
was conducted by mail. A complete 
report may be obtained by writing 
the research department of the 
| Progressive Farmer, Birmingham 
2, Ala., for its “Canned Meat Sur- 


| 
vey.” 


e A new market guide with fig- 
ures updated to cover the day and 
night service areas for 1958 has 
been issued by WEEI, CBS radio 
station in Boston. Basic informa- 
tion provided includes an outline 
map of New England showing 
WEEI’s coverage, population, fam- 
ilies, effective buying income, to- 
tal retail sales, food sales, general 
merchandise sales, drug sales, 
home furnishings sales, automotive 
sales and gas station sales. A coun- 
ty breakdown is also included. Joe 
Cullinane, sales promotion direc- 
tor, WEEI, will send copies on re- 
quest. 


|e Baby Post, a controlled circula- 
tion magazine, has released results 
of a _personal-interview survey 
made in supermarkets across the 
country. The survey asked about 
readership of the publication and 
other baby magazines and about 
| reasons for liking Baby Post. Cop- 
ies are available from Baby Post, 
30 E. 60th St., New York. 


e How many suits does the av-| 


erage subscriber to the Wall Street 
Journal own? How many pairs of 
shoes? Shirts? And what is the av- 
|erage price these executives pay 


_for each? Questions about buying | 


/habits were asked of 33,371 sub- 
scribers in a mail questionnaire. 
16,800 replies were received. The 
j}average subscriber, the results 
show, owns 7.5 suits and pays an 
average of $90 a suit. Each sub- 
|seriber has an average of six pairs 
of shoes at an average price of $20 
|a pair and 20 shirts at $6 each. On 
|the cultural side, he spends $74 a 
year on books and $210 a year on 
art. Copies of “Analysis of Per- 
sonal Buying Habits of Wall Street 
Journal Subscribers” are available 
from the advertising promotion de- 
partment, WSJ, 44 Broad St., New 
| York. 


R Oo a, E R we ‘me Packing Names Davis 


engravi 


ng company 


2001 calumet avenue + chicago 16 


MASTER CRAFTSMEN 


OF PHOTO-ENGRAVING of Nehi Corp., Columbus, Ga. 


Lawrence E. Davis has been 
named vp in charge of sales and 
advertising of Hill Packing Co., To- 
| peka, national pet food packer. Mr. 
Davis previously was director of 
merchandising and sales promotion 


63% and 52% | 


“lt is finished in BRADPERMA CMI, the quality wash and wear 


sh. It has been washed seventeen times, but it is sparkling white 


and smooth How did you discover thes miracle?” asked the amazed 
Emperor. “I make no claims to true wisdom,” replied the Empress 
but every woman knows that BRADPERMA CMI is the 
BRADFORD DYEING 
| Plant: Bradford, RI 


FABLE REVISITED—Bradford Dyeing 


"To ignorant fools 
but men of true wisdom will know it is w 


* they said, “it will appear wrinkled and yellow 


than glass.” When the shirt was w bleac 
Emperor thought he saw wrinkles and a tinge of yellow. “But surely 
he told himself, “/ cannot be an ignorant fool.” 


"Swish and Swear are great exaggerators,” said a small, clear voice 
“His Majesty's shirt looks nt in! ho dares 
shirt?” roared the Emperor The Empress » 
forward and said, “Emperors are just like other 
easily deceived by fale clauns. Ye 


a though it's been sle 


a short like mine 


by BRADFORD 


+ Durable wash and wear + 
on Rigmet shrinkage less than | 
Meal for the Emperor's shirts and shorts, the Empress 
blouses, and the Prince's pajamas 
hive happily ever after! 


ASSOCIATION, U. 8. A. 
Sales: 108 W. 3%h St, N.Y.C. + Wisconsin 7.6326 


Safe for chlorine bleaches + Rigmel 


slips ond 
and guaranteed to make them 


Assn., New York, uses a light 


| touch to get its story across in this ad in January issues of Women’s 
| Wear Daily and Daily News Record. Lavenson Bureau of Adver- 
tising, Philadelphia, is the agency. 


Calkins & Holden Elects 3 

Robert D. Morgan, director of 
marketing of Calkins & Holden, 
New York, has been elected a vp of 
the agency. Frank J. Harvey has 
been named treasurer, and Walter 
B. Geohegan, a vp, has been ap- 
pointed secretary and a director. 
|James Jeffries, former secretary- 
| treasurer, has retired. 


‘Lite’ Boosts Stephenson 

J. W. A. Stephenson has been ap- 
pointed United Kingdom advertis- 
ing manager of the Life Interna- 
|tional editions. Mr. Stephenson, 


|former cricket star, joined Life in 
| 1953, becoming a director of Time- | 


| Life International Ltd. in 1955. | 


Kollmorgen to Wilson, Haight 

Kollmorgen Optical Corp., 
Northampton, Mass., has moved its 
advertising account from Sanger- 
Funnell, New York, to Wilson, 
Haight, Welch & Grover, Hartford, 
Conn. The company makes per- 
iscopes for the Navy and industry, 
motion picture projection lenses 
and other optical equipment. 


Give Your Salesman a Coat of Mail 
Salesmen average 16 orders per 100 calls 
from leads through advertising; 38.4 


orders from leads after literature is 
sent VS 9.2 on cold calls. WE 


BUILD 
BARRAGES TO BOLSTER SALES 


a Folie Wott "Oo 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


NORTH CAROLINA’S CHOICE BUY! | 
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WINSTON-SALEM 


JOURNAL and SENTINEL 


| = MORNING SUNDAY EVENING 


* 


GOES JOURNAL AND SENTINEL 
CIRCULATION 


ABC PUBLISHERS STATEMENT 
ENDING SEPT. 30, 1957 


GOES WINSTON-SALEM 
CITY LIMITS POPULATION 


now 
118,100 


\"CURRENT SRDS CONSUMER MARKETS 


TWIN CITY 


National Representative’ KELLY-SMITH COMPANY 
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The postmarks are actual reproductions 


For 2¢—or even less—of your advertising dollar 
you can have a consistent, large-space Grit sched- 
ule. Grit is essential to give your campaign bal- 
anced national coverage. That’s because Grit 
concentrates on the market where other national 
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denies ee 


katie Grit Publishing Co., Williamsport, Pa. * Represented nationally by 
publications lag—nonsuburban small towns of Scolaro, Meeker & Scott in New York, Chicago, Detroit, Philadel- 
2500 and less. It takes Grit to sell small-towners! phia; and by Doyle and Hawley in Los Angeles and San Francisco 
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Advertising Age, January 20, 1958 


January Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


—= & Lines —— ? 
Dec. Dec. dan.-Dec. Jan.-Dec. Dec. Dec. dan.-Dec. dan.-Dec. 
1957 1956 1957 1956 1957 1956 1957 1956 

Weeklies, Bi-Weeklies, Semi-Monthlies (December) 
Commonweal ........ 15.5 13.3 202.9 180.8 6,510 5,586 85,218 75,936 
|) Ree 82.3 116.8 904.6 985.8 35,321 50,120 388,095 422,908 
tDown Beat 46.3 38.7 514.4 458.2 19,446 16,268 216,062 192,430 
Te sctassees 17.5 18.8 299.2 344.5 17,543 18,770 299,157 344,495 
BED cesevcececs 313.9 351.0 4,217.55 4,655.2 213,484 238,682 2,867,931 3,165,540 
WOME cceccessecss 159.0 154.2 1.7648 1,630.9 108,140 104,842 1,200,044 1,109,012 
Newsweek ..... 253.2 253.4 3,350.0 3,250.6 106,344 106,428 1,407,000 1,365,252 
tNew Yorker ..... 431.7 5418 4,983.4 4,935.0 185,188 232,426 2,137,891 2,117,117 
Presbyterian Life ... 3.8 78 120.7 156.2 1,607 3,274 50,730 65,621 
The Reporter .. ‘ 10.8 6.4 148.7 176.4 4,531 2,682 62,469 74,065 
tThe Saturday Evening Post 166.1 2508 3,300.3 3,507.6 112,957 170,539 2,244,215 2,385,156 
tSaturday Review ... 59.2 67.4 922.9 857.1 24,894 28,308 388,328 359,982 
Sporting News ........ 29.7 25.5 385.5 309.8 32,224 27,638 418,272 336,129 
tSports Illustrated .. 154.6 101.0 1,695.0 1,133.0 66,320 43,329 727,155 486,059 
ar 247.0 244.0 3,361.0 3,450.0 103,734 102,506 1,411,685 1,449,047 
of, ; 37.7 44.1 576.0 438.2 6,861 8,026 10,483 7,975 
U.S. News & World Report 190.7 222.0 3,083.7 3,203.6 80,107 93,232 1,295,139 1,345,497 
Total Group ..... 2,219.0 2,457.0 30,830.6 29.6729 1.125.211 1,252,656 15,209.874 15.302,221 


§ Classified directory omitted, effective Sept. 22, 1956. ¢ Four issues in Dec. 1957; five issues 


in Dec. 1956. ¢ Cumula- 


| 


r Pages ‘ Lines ~ 

Jan. dan. Jan. Jan. dan. Jan. dan. Jan. 

1958 1957 1958 1957 1958 1957 1958 1957 
ee 118 14.0 11.8 14.0 5,060 5,997 5,060 5,997 

| Secrets Romance Group: 
Revealing Romances ...... 11.9 10.1 119 10.1 5,114 4,318 5,114 4,318 
tDaring Romances ........ 11.8 10.0 11.8 10.0 5,072 4,461 5,072 4,461 
BI ccanccedcceccsecce 119 10.1 119 10.1 5,149 4,334 5,149 4,334 
True Story Women’s Group: 

EEE Bhudosecescconcs 14.5 15.0 14.5 15.0 6,234 6,448 6,234 6,448 
True Experience .......... 7.5 9.4 7.5 9.4 3,224 4,031 3,224 4,031 
True Love Stories .......... 9.0 10.3 9.0 10.3 3,849 4,398 3,849 4,398 
WE 666658600065 8.4 9.9 8.4 9.9 3,622 4,259 3,622 4,259 
EE 5.68 640004508 28.8 22.4 28.8 22.4 12,357 9,614 12,357 9,614 
TV-Radio Mirror .......... 5.2 8.7 5.2 8.7 2,250 3,734 2,250 3,734 
4 aoe 205.4 253.6 205.4 253.6 88,285 108,951 88,285 108,951 


tive totals show year end adjustments. ||| Five issues in Dec. 1957; four issues in Dec. 1956. 
Pages , + Lines 
Jan. dan. Jan. dan. dan. Jan. Jan. Jan. 
1958 1957 1958 1957 1958 1957 1958 1957 

Women’s 
tBride & Home ..... 62.4 47.5 62.4 47.5 39,479 30,071 39,479 30,071 
tBride’s Magazine .. 207.9 193.1 207.9 193.1 131,371 121,039 131,371 121,039 
Everywoman’s Magazine 12.2 13.6 12.2 13.6 5,235 5,846 5,235 5,846 
Family Circle ........ 21.0 30.2 21.0 30.2 9,009 12,955 9,009 12,955 
Good Housekeeping ....... 57.7 66.3 57.7 66.3 24,777 28,458 24,777 28,458 
Ladies’ Home Journal ........ 61.2 53.1 61.2 53.1 41,585 36,133 41,585 36,133 
re 36.0 39.1 36.0 39.1 24,448 26,593 24,448 26,593 
tModern Bride ............ 185.4 180.7 185.4 180.7. 117,160 114,202 117,160 114,202 
tParents’ Magazine ......... 27.1 28.1 27.1 28.1 11,671 12,135 11,671 12,135 
SE 58.55 bpdvess sansee 53.3 70.4 53.3 70.4 36,229 47,857 36,229 47,857 
Western Family ............ 13.3 14.0 13.3 14.0 5,701 6,016 5.701 6,016 
. | eRe 22.1 24.8 22.1 24.8 9,461 10,653 9,461 10,653 
The Workbasket ........... 33.7 45.2 33.7 45.2 6,613 8,874 6,613 8,874 

 .. eae 793.3 806.1 793.3 806.1 462,739 460,832 462,739 460,832 
| Published quarterly im January, April, July and October. ¢ Includes Shopping Scout Section linage. 
General 
American Artist 34.0 30.4 34.0 30.4 14,290 12,754 14,290 12,754 
American Forests ..... 15.3 15.7 15.3 15.7 6,440 6,580 6,440 6,580 
American Legion ... 6.5 8.7 6.5 8.7 2,714 3,659 2,714 3,659 
ae 62.7 60.1 62.7 60.1 18,412 17,677 18,412 17,677 
BE. wirdsesoces 16.0 13.0 16.0 13.0 6,881 5,589 6,881 5,589 
Ee 28.1 28.2 28.1 28.2 11,827 11,861 11,827 11,861 | 
Christian Herald ..... 34.1 29.0 34.1 29.0 14,643 12,385 14,643 12,385 
GU cocscicaccse 7.5 7.4 7.5 74 3,176 3,139 3,176 3,139 
er 28.0 58.0 28.0 58.0 5,040 10,440 5,040 10,440 
Cosmopolitan ....... 17.9 19.5 17.9 19.5 7,669 8,373 7,669 8,373 

ree 53.3 50.1 53.3 50.1 36,251 34,082 36,251 34,082 
Elks Magazine ...... 114 1L5 114 115 4,928 4,974 4,928 4,974 
SE “Gebescases 58.2 60.8 58.2 60.8 39,632 41,409 39,632 41,409 
Extension ......... 13.7 14.3 13.7 143 9,490 9,858 9,490 9,858 
a 201.9 186.7 201.9 186.7 8,662 8,010 8,662 8,010 
Grade Teacher ...... 19.4 13.7 19.4 13.7 8,551 6.059 8,551 6,059 
Harper's Magazine .... 26.2 27.7 26.2 27.7 10,994 11,648 10,994 11,648 
High Fidelity ...... 67.7 83.3 67.7 83.3 28,434 34,986 28,434 34,986 
errr 73.5 79.1 73.5 79.1 49,946 53,769 49,946 53,769 
a Berrerere 16.0 14.6 16.0 14.6 6.720 6,132 6,720 6,132 
Improvement Era 16.5 18.5 16.5 18.5 6,916 7,784 6.916 7,784 
Instructor ........ 26.0 21.3 26.0 21.3 17,837 14,596 17,837 14,596 
Motor Boating ... 271.4 280.5 271.4 280.5 159,581 164,459 159,581 164,459 
Motor Life ...... 13.3 9.6 13.3 9.6 5,586 4,032 5,586 4,032 
Motor Trend ...... 21.0 20.3 21.0 20.3 8,820 8,526 8,820 8,526 
National Geographic .. 27.0 29.5 27.0 29.5 6,426 7,021 6,426 7,021 
PRE cccccccces 8.4 6.4 8.4 64 3,523 2,688 3,523 2.688 
tPopular Boating ... 26.3 53.1 26.3 53.1 16,029 31,222 16,029 31,222 
Popular Photography . 80.9 80.6 80.9 80.6 33,995 33,831 33,995 33,831 
Promenade ........ 21.7 15.7 21.7 15.7 9.298 6,748 9,298 6,748 
Reader's Digest 27.0 22.0 27.0 22.0 4,914 4,004 4,914 4,004 
i ears 13.3 10.2 13.3 10.2 5,711 4,362 5,711 4,362 
Redbook ....... 22.5 19.7 22.5 19.7 9,648 8,444 9,648 8.444 
0 Seer 11.3 17.7 11.3 17.7 4,752 7,453 4,752 7,453 
Fe 16.1 12.8 16.1 12.8 6,897 5,491 6,897 5,491 
§Together ........ 9.2 9.7 9.2 9.7 3,954 4,027 3,954 4,027 
Town & Country 46.8 51.8 46.8 51.8 29,551 32,732 29,551 32,732 
, eer 13.1 18.2 13.1 18.2 5,604 7,822 5,604 7,822 
THD knkcéncedes. 232.9 228.0 232.9 228.0 136,945 134,064 136,945 134,064 

Total Group .............. 1,696.1 1,737.4 1,696.1 1,737. 770,687 792,790 770,687 792,790 
+ January 1958 issue is show issue. t Published bi-monthly; figures are for combined January-February issue. § Changed 
from a 414-line page to a 429-pagd in May 1957. 
Home 
American Home ere 34.9 37.6 34.9 37.6 22,044 23.758 22,044 23.758 
Better Homes & Gardens . 47.6 62.6 47.6 62.6 30,113 39,536 30,113 39,536 
Flower Grower 46.1 444 46.1 444 19,363 18,667 19,363 18,667 
House Beautiful 36.2 38.6 36.2 38.6 22,858 24,365 22,858 24,365 
House & Garden .... 28.2 27.7 28.2 27.7 17,875 17.527 17,876 17,527 
Household ....... oe 13.0 20.3 13.0 20.3 6,000 8,724 6,000 8,724 
Living for Young Homemakers 21.4 27.2 214 27.2 13,509 17,174 13,509 17,174 
Popular Gardening 46.4 43.4 46.4 43.4 19,498 18,215 19,498 18,215 
Sunset Magazine . 64.9 59.6 64.9 59.6 27,281 25,050 27,281 25,050 

Total Group . 338.7 86361.4 338.7 361.4 178542 193,016 178,542 193,016 
Fashion 
Charm 42.2 57.8 42.2 57.8 18,107 24,796 18,107 24,796 
Glamour ees 65.8 66.3 65.8 66.3 28,234 28,446 28,234 28,446 
Harper's Bazaar 104.2 84.3 104.2 84.3 65,860 53,272 65,860 53,272 
Mademoiselle .... 34.9 30.2 34.9 3.2 14,963 12,975 14,963 12,975 
eee - 108.5 114.7 108.5 114.7 68,596 72,509 68,596 72,509 

Total Group .... ... 3556 35353 3556 3533 195,760 191,998 195,760 191,998 
Movie-Romance-Radio 
§Dell Modern Group: 

Modern Romances ......... — 69 — 69 —o 2,952 es 2,952 

Modern Screen ........ — 12.3 — 12.3 ee 5,283 ee 5,283 

Sereen Stories ............ — 9.6 — 9.6 —— 4,139 a 4,139 
Fawcett Women’s Group: 

True Confessions .......... 118 12.2 118 12.2 5,042 5,216 5,042 5,216 

Motion Picture ....... 94 10.4 9.4 10.4 4,027 4,441 4,027 4,441 
Hillman Romance Group . 12 05 12 0.5 526 227 526 227 
Hillman Women’s Group 16.6 13.8 16.6 13.8 7,149 5,915 7,149 5,915 
Ideal Women’s Group: 

Intimate Story ........... 7.7 12.6 7.7 12.6 3,318 5,419 3,318 5,419 

Movie Life ......... 11.2 15.7 112 15.7 4814 6,743 4,814 6.743 

Movie Star Parade ........ 11.2 15.7 11.2 15.7 4,814 6,731 4,814 6.731 

Personal Romances ........ 79 12.4 79 12.4 3,397 5,334 3,397 5,334 
TV Star Parade ........... 7.46 116 7.6 116 3,267 4,957 3,267 4,957 


the group as a whole PLUS additional advertising carried 


by each individual publication. § No January 1958 issue. 


t Published bi-monthly; alternates with Silver Screen. { Published bi-monthly; alternates with Confidential Confessions. 


SBusiness (January) 


Dun’s Review & Modern Industry 55.3 63.9 55.3 63.9 23,215 26,834 23,215 26,834 
PUD écbeneesiatonseceous 145.3 131.8 145.3 131.8 91,798 83,266 91,798 83,266 
Nation’s Business ........... 39.5 38.3 39.5 38.3 16,394 16,450 16,934 16,450 

WP GE ctdennbscces 240.1 234.0 240.1 234.0 131,947 126,550 131,947 126,550 


§ Because current month linage figures for several publications are not yet available this group 


section and a December section. 


is broker into a January 


Pages Lines — 
Dec. Dec. dJan.-Dec. Jan.-Dec. Dec. Dec. dan.-Dec. Jan.-Dec. 
1957 1956 1957 1956 1957 1956 1957 1956 
Business (December) 
eS Sa apert 643 735 911.0 904.7 42,196 48,234 597,641 593,494 
Business Week .............. 360.0 463.8 6,022.0 5,859.9 151,213 194,779 2,529,232 2,461,137 
Financial World ............. 32.4 41.8 694.9 656.9 13,631 17,593 291,850 275,899 
CE adel cin ides ccahcces 45.7 53.7 810.4 725.4 19,207 22,574 340,401 304,654 
Ted I akeek ccc 502.4 6328 8,438.3 81469 226,247 283,180 3,759,124 3,635,184 
- a . . 
Magazine Linage Trend. ‘iswres in thousanss 
WEEKLIES GENERAL 
1957 1958 
DEC./ 1,125 | JAN.| 771 ! 
Nov.[ 1,718 “} phe ha 
1956 a 795 ? 
DEC. Bex! JAN. BAX 


WOMEN'S BUSINESS FASHION HOME 
1958 1957 1958 
JAN. [ 463 ‘| 9} pec. JAN. 
1957 1957 
vec. (REY wow.L357 _ vec. (REG 
oo i ii pec. Ee JAN. EEX 


Lines 
Jan. dan. Jan. dan. Jan. Jan. Jan. Jan. 
1958 1957 1958 1957 1958 1957 1958 1957 
Youth 
American Girl .......... 18.4 23.7 18.4 23.7 7,877 10,171 7,877 10,171 
EE dacchaseste eovhe 17.2 20.0 17.2 20.0 11,676 13,588 11,676 13,588 
hind 6540s 040 11 0.2 11 0.2 478 105 478 105 
Scholastic Magazines ......... 215 228 21.5 22.8 9,052 9,608 9,052 9,608 
Scholastic Roto .... 4.3 6.4 43 6.4 3,736 5,631 3.736 5,631 
Total Group .......... 625 “731 62.5 73.1 32,819 39,103 32,819 39,103 
Mechanics & Science 
Mechanix Illustrated ......... 69.2 74.5 69.2 74.5 15,500 16,692 15,500 16,692 
Popular Electronics .......... 60.0 57.7 60.0 57.7 13,436 12,932 13,436 12,932 
Popular Mechanics ........... 110.4 1165 1104 116.5 24,727 26,008 24,727 26,008 
Popular Science ............ 106.9 120.0 106.9 120.0 23,947 26,873 23,947 26,873 
tScience & Mechanics ....... 106.0 108.6 106.0 1086 23,746 24,327 23,746 24,327 
Total Group ......... wee. 4525 448773 9525 493773 «00356 §=6—6106, 832 ~=—Ss«101,356 106,832 
t Published bi-monthly; fi shown are for January-February issue. 
Outdoor & Sport 
American Rifleman .......... 47.4 45.7 47.4 45.7 20,343 19,608 20,343 19,608 
Field & Stream ............+ 43.8 38.3 43.8 38.3 18,781 16,421 18,781 16,421 
Fur-Fidh-Game ...ccccccceees 19.1 19.3 19.1 19.3 8,182 8,285 8,182 8,285 
gee coteriaspas Fe 22.3 23.3 22.3 23.3 9,567 9,996 9,567 9,996 
> aeeeereeyes 44.1 45.4 44.1 45.4 18,934 19,459 18,934 19,459 
Sports Afield ............55 37.1 32.3 37.1 32.3 15,896 13,845 15,896 13,845 
Total Growp ............ . 238 (3 67273 OOS SCOL703—“‘éT'GL|LG 91,703 87,614 
Detective & Fiction 
is elo 12.1 115 12.1 11.5 5,203 4,952 5.203 4,952 
Dell Men's Group ........... 8.3 9.0 8.3 9.0 3,547 3,859 3,547 3,859 
Thrilling Fiction Group ..... 11.4 75 114 75 2,549 1,690 2,549 1,690 
TS eee 318 4° 280 318 20 06=soa11,285)~=S ss 10, S01 11,299 10,501 
Newspaper Sections (I) (January) 
(Nationally distributed with Sunday newspapers.) 
The American Weekly ......... 56.0 52.4 56.0 52.4 47,578 44,521 47,578 44,521 
Family Weekly ............. 49.6 35.2 49.6 35.2 42,107 29,900 42,107 29,900 
NE Ape Rid ca dalek ox/ae va 55.5 48.9 55.5 48.9 47,217 41,534 47,217 41,534 
This Week Magazine ........ 6.8 63.3 66.8 63.3 56,801 53,803 56,801 53,803 
pS Ee ee 58.0 49.1 815.1 767.0 49,305 41,747 692,838 651,951 
OO eee 227.9 998 2275 1998 193,703 169,758 193,703 169,758 


ZNot Included in totals, figures shown are for December issues, which were 
tion. 


Newspapers Sections (II) (December) 


(All other newspaper sections and comics) 


not available for the December linage tabula- 


#Chicago Tribune Magazine .. 190.6 133.5 1,739.2 1,577.4 162,052 113,512 1,478,319 1,340,773 
First 3 Markets Group ....... 38.1 33.3 552.6 567.6 32,343 28,305 469,710 482,460 
New York Times Magazine . 244.9 214.9 2,870.9 2,774.7 208,187 182,660 2,440,288 2,356,485 

errr “W736 Bir Sie? F597 y 324,477 4388317 4,181,718 
ZNeot included in totals as it is included in the First 3 Markets Group figures. 


(Continued on Page 86) 
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for the 10 magazines 


leading in tota! ad revenue 


Final P.I.B. report for 1957 reveals: 


LOOK leads all 
magazines in 
advertising 
revenue gains 


Again it was LOoK’s year. In 1957, LooK outgained a// magazines in advertising revenue. Among 
the 10 magazines leading in advertising revenue, LOOK outgained the next two combined, 
accounted for 31% of the total revenue increase. And LOOK’s advertising page gain was greater 
than that of any other consumer magazine on the list. 


In reach to people, it was LOOK’s year too. Circulation climbed 1,000,000 over 1956 for the 
largest increase among all major consumer magazines. A new Politz study reported LOOK average- 
issue readership up 5,000,000 to 24,800,000 . . . about one out of five Americans aged 10 and over. 
LooK’s dynamic growth in 1957 . . . its uninterrupted growth since World War Il. . . 

stems from its vital editorial character. Its interest in people. Its closeness to people. Its response 
from people. This is the philosophy that has produced one of the great success stories in 

magazine publishing . . . that has made Look America’s fastest-growing major magazine. 


Advertising revenue gains, 


1957 vs. 1956, 
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Advertising Age, January 20, 1958 


Lines —————_—__—__, | - Pages x 2 Line; _— 
dan. Jan. Jan. Jan. Jan. Jan. dan. Jan. | dan. Jan. dan. Jan. Jan. Jan Jan. Jan. 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Comics Magazines | Belgian 2... ee. 27.0 28.5 27.0 28.5 4,725 4,988 4,725 4,988 
American Comics Group ...... a 7.0 70 2,646 —-2,646 2,646 ~ i eben —. = «2a 2 Ge ae Se 
Archie Comic Group ... 60 65 6.0 65 2268 2.245 2,268 | aoe tt: a i i bry oa = 
Harvey Comics Group . 8.3 9.7 8.3 9.7 3,150 3,654 3,150 3,654 | eo 19.0 ert 19.0 pone § 3.458 , 3,458 . 
National Comics Group: | mts . y : y 
ED ccezitess isis 720 «68 7.0 68 2646 2551 2,646 i, —- = -r4 = - = om aa 
Red Unit 6.0 18 60 78 2 268 2920 2 268 2.930 French ..... 68.0 63.0 68.0 63.0 11,600 11,025 11,600 11,025 
Total 6 a 3 Tw] Ha 55 re SK, es 2 oar 11.0 12.0 11.0 12.0 1,925 2.100 1,925 2,100 
i . . . ‘ , , ’ , ET BGAubs008esb00088 60.0 52.0 60.0 52.0 10,920 9,464 10,920 9,464 
Gorman Guise .....c00s- 14.0 16.5 14.0 16.5 2,548 3,003 2,548 3,003 
Canadian National Weekend Newspapers (Rotogravure Linage) — eee 56.0 565 56.0 56.5 10,192 10,283 10,192 10,283 
oS 263 336 26.3 33.6 23,704 «33,587 3, “Ie wee 58.0 49.0 58.0 49.0 10,556 8,918 10,556 8,918 
- et... .... 23.0 275 23.0 27.5 22,886 27 ais 22.86 27.418 Malian wee eee e ees 51.0 48.5 51.0 48.5 8,772 8,342 8,772 8.342 
Star Weekly ....... 52.3 64.1 1.0248 893.1 45,736 56.098 896.693 836,836 Japanese... 6... 6... 40.5 32.0 40.5 32.0 6,804 5,376 6,804 5,376 
Weekend Magazine ......... 52.1 55.9 52.1 55.9 50,836 54,590 50,836 54,509 Mexican ............. 37.5 31.0 37.5 31.0 6,825 5,642 6,825 5,642 
Total Group .............. Ole 70 Wil i170 574% 115595 97.426 115,595 | {Overseas Military nn fee: Ho aane 
ZtNot included in totais cs January figures were not available as this issue went to press; four issues in December 1957 and inn... ... 14, ¢ 140 165 ‘380 2805 2 y 
See teeuss tn Oecember 1986. gian 4.0 16.5 ‘ i 2, J 380 2,805 
Portuguese 67.0 62.0 67.0 62.0 11,725 10,850 11,725 10,850 
Cc d Sewth Afvicam .......... 64.0 83.0 64.0 83.0 11,456 14,857 11,456 14,857 
anadian Southern Hemisphere ...... 23.0 27.0 23.0 27.0 4,186 4,914 4,186 4,914 
Canadian Home Journal ...... 24.2 29.7 24.2 29.7 16,419 20,207 16,419 20,207 Swedigh ....... dceterecve 19.0 16.5 19.0 16.5 3,534 3,069 3,534 3,069 
Canadian Homes & Gardens .. 19.6 28.7 19.6 28.7 13,355 19,494 13,355 19,494 Total Grewp ............. “0628 961.4 0628 061.4 186.334 906 186.334 189,996 
Chatelaine ......-. 0. esses 14.9 19.6 14.9 19.6 10,102 13,307 10,102 13,307 | §Because current month linage figures for several publications are not yet available this group is broken into a January 
Liberty 2.2... cece eee e eens 22.5 22.7 22.5 22.7 9,653 9,738 9.653 9,738 | section and a December section. +Commenced publication with the October 1957 issue. $1957 pages and lines for Military 
ne = =. ona = Poy ago ey goed a Overseas edition do not include 78 pages of advertising in the Japanese Troop edition, which was replaced by the 
scone Ml adil le he . . . . , , , ’ Military overseas edition in March 1957, 
Reader's Digest: 
English Edition ......... 42.5 34.5 42.5 34.5 7,735 6,279 7,735 6,279 
French Edition .......... 47.0 39.5 47.0 39.5 8,554 7,189 8,554 7,189 — Pages — + Lines 
Revue Moderne .......... 10.8 15.4 10.8 15.4 7,331 10,450 7,331 10,450 Dec. Dec. dan.-Dec. Jan.-D Dec. Dec. dan.-Dec. dan.-Dec. 
Revue Populaire ............ R 4 ord R | as 4 Ry 4 oo Ry F F 1957 1956 1857 1956 1957 1956 1957 1956 
GOOD ccisecocccccccccses . d ‘ J a ’ A Decembe 
Saturday Night ........... 32.7 35.0 342.5 471.9 13,719 14,695 144,009 198,463 we gn ¢ r) 

#Time-Canadian ............ 203.2 192.7 2,095.6 2,509.0 85,330 80,885 875,910 1,053,780 pg bd — 2. 2 ch ee om Ge ee 
Peer rr 262.4 283.6 262.4 283.6 127,305 150,985 127,305 150,985 : iy lalate ans : t ; t t . t y 
Not included in totals, figures shown are for December issues as Jamuary figures were not available as this issue went ——- SOD oo ee ee sees 108.7 92.5 845.1 $51.7 74,035 62,985 574,685 565,675 
to press. yee mg Ba = 73.7 795.3 721.7 31,640 30,940 334,005 303,100 

acific ition 78.0 75.0 829.7 664.1 32,760 31,500 348,460 278,915 

SForeign (January) NR ssa cdtne ss ss es 59.0 75.3 577.7 749.3 24,780 31,640 242,620 314.650 
Popular Mechanics: | Time International: 

Populaer Mekanik (Danish) 5.0 71 5.0 71 1,120 1,588 1,120 1,588 Time-Atlantic estes sencees 121.0 119.5 1,356.7 1,212.7 50,820 50,155 569,765 509,285 

Mecanique Populaire (French) 23.7 24.5 23.7 24.5 5,320 5,488 5,320 5,488 Time-Latin American 120.4 95.3 1,353.1 1,209.4 50.540 005 568,645 507,920 

Populare Mechanik (German) 5.8 1.0 58 1.0 1,288 214 1,288 214 Time-Pacific Serr 88.1 95.2 1,062.2 1,047.2 37,345 39,970 446,110 439,810 

Mecanica Popular (Spanish) 26.5 27.0 26.5 27.0 5,947 6,056 5,947 6,056 | Vision: ‘ 

Popular Mekanik (Swedish) 9.0 9.0 9.0 9.0 2,016 2,016 2,016 2.016 Visao (Portuguese Edition) 1440 1265 1,523.8 1,283.5 60,480 53,130 640,010 539,070 
Reader's Digest: Mexican Edition TT TTT TTT eS 24.8 17.8 202.2 164.3 10,430 7,490 84,910 68,970 

| 28.0 24.0 28.0 24.0 4,592 3,936 4,592 3,936 Spanish Edition .......... 72.3 59. 829.3 718.1 30,380 25,025 348,320 301,595 

‘PP errrerrer errr 29.0 33.5 29.0 33.5 5,278 6,097 5,278 6,097 Total Group eedae s0entie 970.1 909.5 10,2648 9,487.1 456,675 426.645 4,762,645 4,430,875 

Sb edecncecned owes 40.0 46.0 40.0 46.0 7,280 8,372 7,280 8,372 | tCumulative totals are for March through November in 1956. {Became a weekly with July 5, 1957, issue; four tissues 

ROWER .ccccccccccees 40.8 43.3 40.8 43.3 7,417 7,872 7,417 7,872 | in December 1957 and two issues in December 1956. 


109 Big Companies Expect Profits to Rise 


57.8% by ‘62, Dun’s Review’ Survey Shows 


New York, Jan. 14—Presidents | tions that, in their own companies: 


of 109 large companies have mixed 
feelings about business during 
1958, but taking a long-range look, 
they predict that their own profits 
will rise 57.8% over present levels 
by 1962. 

The executives, three-fourths of 
them heading companies among 
the 400 largest U. S. industrials, 
also predicted in five-year projec- 


WANT MORE SALESMAKING 
POWER FROM YOUR ADS? 
See 
THE CONSUMER BUREAU 


announcement on page 94 


e Sales will be up 34.1%. 
e Invested capital will rise 27.2%. 


|@ The number of employes will 


be up 15%. 


The five-year forecasts—in 
weighted averages—are contained 
in a survey by Dun’s Review & 
Modern Industry of 109 chief ex- 
ecutives of companies collectively 
accounting for $27 billion in total 
assets, annual net sales of more 
than $32 billion, and approximate- 
ly 1,700,000 employes. 


= In viewing 1958, 25% of the 
presidents said they are “just as 
confident this year as they were 


oY ProGcRhaArRYr yy 


with art...with speed ...with accuracy 


around the clock 


And your Progressive typography can be dovetailed around the 
clock with the electro, Progress plate, plastic plate and mat 
facilities of the other two members of the PHP Group . . . giving 
you one-point control at all points of the job, night as well as day. 


Booklet AA-1 describes our complete services. Write. 


PROGRESS Plate Making Company i HANSON Electretype Company i 
$23 Filbert Street, Phita. 7 ; 9th & Sansom Streets, Phila. 7 ; 
Wainet 2.0447" ; 


Walnut 25567" ; 


THE PROGRESS + HANSON + PROGRESSIVE GROUP 
PHILADELPHIA + NEW YORK « WILMINGTON ¢ BALTIMORE + WASHINGTON + RICHMOND 


$ PROGRESSIVE Compesition Company 
Sth & Sansom Streets, Phila. 7 
WaAinut 2-2711° 


 *9f course any of the three can be reached by one call * 


P0e YORE @U 82-1723 «© WILMINGTON, OF 56047 + GALTIMORE SA7-SI02 © WASHINGTON. EX 3.7444 + RICHMOND. RI 72-2771 


jast”; 19% are more optimistic; 
42% are mildly pessimistic; 10% | 
are uncertain as to what the econ- 
omy will do; 4% expressed no 
view. 

The executives were more op- 
timistic about their own compa- 
| nies than about the economy in 
general for 58. 53% said they ex- 
|pect to make a better profit this 
year. Nearly three-fifths expect 
output to exceed last year’s by 2% 
|to 15%. 

Chief threat to prosperity this | 
year, as the industry leaders see 
it, is possible loss of confidence by | 
business men and consumers. The | 
No. 2 problem listed is inflation. | 

Dun’s Review says more than) 
four-fifths of the presidents report | 
i mas their companies carry on for- | 
|mal long-range planning (with the 
generally accepted time span of | 
five years). Specific plans through | 
| 1962 are reported by 53% of the 
companies. 

The complete report on the sur- 
vey is carried in the January issue 
of Dun’s Review. + 


Grogan Joins Lennen & Newell 


'eral Foods Corp. for the past 16) 


Camp account. 


| News 


‘Journal-American’ Names 
Doris Willens Ad Columnist 
Doris Willens has been appointed 
advertising news columnist of the 
New York Journal-American. Her 
feature will ap- 
pear regularly in 
the Journal- 
American’s 
financial section 
Mondays through 
Fridays. 
Seymour Berk- 
son, publish- 
er, said Miss Wil- 
lens was selected 
over numerous 


Doris Willens male candidates 
because of her 
background and _ because the 


“prime target of most advertising is 
ithe American housewife.” 


Until 


her return from Europe a few) 
years ago, Miss Willens worked in | for dart : 
London as a special correspondent | 4reas, states, divisions and regions, 
for Editor & Publisher and on spe- plus selected data for congression- 
cial assignments for International | @! districts. Statistical tables in the 
book are based on the most recent 
Weekly and the Minneapolis Sun-|censuses of agriculture, business, 
day Tribune. 


Service, The American 


| Benjamin F. Grogan, with Gen-|Carter Names M&M Isaacs 


‘56 ‘County & City 
Data Book’ Offered 
by Commerce Dept. 


WASHINGTON, Jan. 14—A new 
edition of the “County & City Data 
Book,” one of the most important 
sources of marketing information 
available from the federal govern- 
ment, became available last week 
‘at field offices of the Department 
of Commerce and from the Gov- 
ernment Printing Office, in Wash- 
ington. 

“County & City Data Book, 1956” 
contains 133 important statistical 
measures for each of the nation’s 
more than 3,000 counties and 130 
statistical items for each of the 484 
|cities of 25,000 population or more. 
Corresponding data are given 
all standard metropolitan 


manufactures, population and 
housing, and a varied selection of 
statistics from other governmental 


Carter Bros. Inc., Chattanooga, | and private sources is included. 


years, has joined Lennen & Newell,,|has named M&M Isaacs Adver- | 
New York, as associate director of tising, New York, to handle ad-| from the Superintendent of Docu- 
merchandising on the Stokely-Van | vertising and sales promotion of its|ments, Government Printing Of- 
new line of tufted wool carpeting. 


It may be obtained for $4.50 


fice, Washington 25, D.C. # 


The American Engineer delivers 


Reach your market through the 


ered Engineers. These men control the purchase of your products 
and services. These are the men who control your sales. 


43,000 Professional Engineers with each issue. 


NEW YORK, N. Y. 

Austin LeStrange Com . Inc. 
420 Lexin y' = 
Murray Hill 5-3277 


To reach the ENGINEERING BRAINS of America, use... 


The Magazine of the Registered Professional Engineer 


American Engineer delivers your message 
to over 43,000 men who control processes, 
methods, equipment and materials 


over 43,000 Professional Regist- 


one magazine that delivers over 


*Official Publication of the National Society of Professsional 
les, ae. 7 2 i 


Engineers. Membership requi 


Engineer. 


2029 K STREET, N.W. ° 


es co p 


WASHINGTON 6, D. C. 


Get full market and media information from: 


CHICAGO, ILL. 


ion Avenue 
Dearborn 2-0248 


LeStrange Company, inc. 
185 North Wabash Avenue 


BEVERLY HILLS, CALIF. 


Houston & Walsh 
111 WN. Cienega Bivd. 
Oleander 5-8326 
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“|! read 
dvertising Age 


religiously... 


says RODMAN W. MOORHEAD, Jr. 


Executive Director of Advertising and Promotion 


Brown-Forman Distillers Corp. 


RODMAN W. MOORHEAD, Jr. 


A native of Pittsburgh, Pa., Mr. Moorhead attended Blair 
Academy at Blairstown, N. J., and did postgraduate work 
at Yale University. 


After working in a travel agency (he made three round- 
the-world trips during the early Thirties) and a broker- 
age firm, he joined Brown-Forman in 1934. Among the 
positions he held before assuming his present duties in 
1945 were purchasing agent, sales promotion manager, 
assistant secretary and advertising manager. In 1951, Mr. 
Moorhead was elected to the B-F board of directors. 


Brown-Forman products are distributed wherever legal 
sales are permitted in the U. S. and territories, and also 
are marketed in 47 foreign countries. Principal products 
of the 87-year-old company are Old Forester bonded 
bourbon, Early Times straight bourbon and King 
blended whiskey. As executive director of advertising 
and promotion, Mr. Moorhead has overall responsibility 
for a more than $6,000,000 advertising program. 


Mr. Moorhead is a director of the Advertising Club of 
Louisville and the Better Business Bureau of that city, 
as well as the Norton Memorial Infirmary and the Louis- 
ville Rehabilitation Center. 


“Ad Age keeps me up to the minute with advertising 


fronts, as well as with new techniques and unusual 


LA 


news on both domestic and international 


advertising approaches. | read it religiously— 


it is a must on Mondays.” 


200 EAST ILLINOIS STREET 


480 LEXINGTON AVENUE - 


CHICAGO 11, ILLINOIS 
NEW YORK 17, NEW YORK 
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) Yeor (52 issues) $3 
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THE 


LANDING 


STR\ 


as seen by 
JOHN BURGOYNE 


An interesting item from over the | 


water was called to our attention 


recently. The head of Great Britain’s | 
alerted Lon- | 


famed Scotland Yard 


don’s citizenry to a real shocker. Of | 
some 2500 burglaries committed in| 
the city over a three month period— 
“par for the course”—the most prof- 
itable ones to the burglars were ex- | 
ecuted while the folks were right at) 
home—and awake—watching TV. 


Makes us think in many directions 
—the possible bearing on pay TV, 
the fact that a lack of commercials 
on government-operated TV might 
be conducive to keeping the old man 
from leaving the set to get a snack 
or a brew, the new sales possibilities 
of portable TV sets to the burglar 
trade, and—oh my! How we could go 
on. Just think of the possibilities for 
homicidal target practice during the 
current splurge of Westerns right 
here. It’s downright scairy! 


xk 


A. CONVENTIONERS ... 
bok . . . SHUN! General Joh 
Burgoyne’ll be there . . . holding 
OPEN HOUSE in a sun parlor suite 
at the ol’ Edgewater Beach Hotel both 
Monday the 20th and Tuesday the 
21st. Ad Exevs from the newspapers 
in the Burgoyne Test City Group will 
find Continental Breakfast available 
from 7:30 Ayem on in the morning, 
and until 4:30 in the afternoon lunch 
available for those who drop in later 
—on either day. The way John Bur- 
goyne hosts an OPEN HOUSE, we 
know that all Ad Execs will be wel- 
come to come in and see the exhibit 
—hear what the Burgoyne organiza- 
tion does, see how they do it, and 
learn what it means in terms of pro- 
ducing extra advertising revenue for 
Test City Newspapers. So . wel- 
come N. A. E. A. Conventioners! 


xn 


Sticky it may be, but that’s what 
makes it cling to the toast in the 
morning. Some of the people in this 
fruity preserving business have an 
idea—not entirely unfounded in fact 
—that the jam in the morning is as 
inevitable on the toast as it is on the 
city streets during the get-to-work 
rush hour. But they ask themselves 
questions about the value of adver- 
tising in relation to sales of their 
tasty preserves. Imagine! They know 
it’ll tickle adult or junior palates with 


N. A. E. 
. TEN 


tremendous impact but how big an | 


ad expenditure will it support? In 
Indianapolis, Wichita and Cincinnati 
Burgoyne searched out the right size 
“ad knife” for jam spreading and gave 
the specs to the preserver pronto. 


xan 


Don’t itch and fret about how your 
breadwinner will perform under ap- 
lied conditions. Apply to Burgoyne 
or the quickest answers. G'wan! Do 
it. Reach for the phone. 


Nielsen Network TV 
Two Weeks Ending Dec. 7, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
Ss Annie Get Your Gun (Pontiac, Pepsi-Cola, NBC) .................6.000.00000 21,712 
| 2 Lucille Ball & Desi Armaz (Ford, CBS) ......ccccccccccccccccececessceeeeeee 
| 3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .... 
4 Perry Como Show (Several sponsors, NBC) 
5 Ed Sullivan Show (Mercury, Kodak, CBS) aliliicciadbibaleasts 
6 Danny Thomas Show (General Foods, CBS) ..............cccccccccsscesseeeeee : 15,203 
7 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..................... 14,956 
8 Steve Allen Show (Several sponsors, NBC) oo..........cccccccsccccsssesseeesseeeererseeees 14,585 
| 9 GE Theater (General Electric, CBS) 
110 Cheyenne (General Electric, ABC) 
PROGRAM POPULARITY? 
Homes 
Rank Program (%) 
1 Annie Get Your Gun (Pontiac, Pepsi-Cola, NBC) o0............cccccccccccccecsceceesseeeneee 54.0 
2 Lucille Ball & Desi Arnaz (Ford, CBS) t 
3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .o.............cccccccccscseceseeeenenneenes 44.7 
4 Perry Como Show (Several sponsors, NBC) o............c.cccccecccssescesseseeseenseeeneeneeee 41.2 
5 Ed Sullivan Show (Mercury, Kodak, CBS) ‘ 
6 Danny Thomas Show (General Foods, CBS) ........cccccccccccccccsscssseesseeesseneneeneee 37.9 
7 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............cccccccceessceeeees 37.7 
8 Lassie (Campbell Soup, CBS) 37.4 
9 EE 5 SER SE a: een ee 36.8 
10 eee Re CE is I ceciccctinsinscsietecteastecsitettetcescascososereccecocnocnseviane 36.4 
Nielsen Average Audience** 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..0...........ccccccccsccecsnceeenennne 17,139 
2 Rapeiiem Gell G Beek Armre GR, GD tciscceccctscneccesitsosesdscsnccosscosccscscccsssedenes 15,738 
3 Annie Get Your Gun (Pontiac, Pepsi-Cola, NBC) 15,49) 
| 4 Danny Thomas Show (General Foods, CBS) .........cccccsesecessesesessesseceereenenens 14,379 
5 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........c.c.cccccccccceeeene 14,090 
6 Have Gun, Will Travel (Whitehall, Lever, CBS) ooo... occccccccccccceecnee 13,596 
7 a ne ey a... .ciniimasnnncnsetonnszcnes 13,390 
8 Perry Como Show (Several sponsors, NBC) .............cccccceccessecseeseceesncenenennnes 13,019 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) o............cccccccccccsceseesecseeneeseene 12,937 
10 December Bride (General Foods, CBS) ..............cccccsesseccscssscsserseeeceessceeeseeenee 12,690 
PROGRAM POPULARITYT 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........6ccccccccccccceeesereeee 429 
| 2 Reemteem Gee GB Deel Apmeee Ger, GD ccsrcecsnesccenscscnnscescnscecossocesescceccccescoscreesese 39.2 
| 3 Annie Get Your Gun (Pontiac, Pepsi-Cola, NBC) o.............ccccccccccceseeeecsessees 38.5 
| 4 Danny Thomas Show (General Foods, CBS) ............0.c.cccccccccccecsceesseeseneeneenenes 35.8 
5 Tales of Wells Fargo (American Tobacco, Buick, NBC) o........ccccccccccceeeseeeee 35.5 
6 Have Gun, Will Travel (Whitehall, Lever, CBS) oo... cccccccccccccceecceeeee 34.3 
7 I SE CIs METI lserencencesencanvetibesnieckovebiovtniavescenstthdsaveustdbsnbocsitens 34.0 
8 GE Theater (General Electric, CBS) oo.....cccccccccccccccceeess cilibladeeitiatdialidcisiidaailld 33.8 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) 
10 


Perry Como Show (Several sponsors, NBC) o............ccccccscccseceseeseesonsnnnnennneevenes 


* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 


** Homes reached during average minute of the program. 


Tt Percented ratings are based on tv homes within reach of station facilities and by 
each program. 


ARB Network TV Ratings 
Week of Dec. 1-7, 1957 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Rating* 

1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........c0cccccccecesesecsssenenesvevevees 45.9 

2 Perry Como (Several sponsors, NBC) ........ccccccccccceeens pasetenrenpenseenenselnantenaes 42.9 

3 ee Gee Dibeatin: GID « cecenssseiniaisbaetaceenneaaedtitesnaniteitstitntiniinaiasndiies 415 

4 ee ae 38.7 

5 Tales of Wells Fargo (American Tobacco, Buick, NBC) ....ccccccccccccccceseceeeee 35.0 

6 Wyatt Earp (General Mills, Procter & Gamble, ABC) .........cccccccccccceees 34.1 

7 We Be Te Re Gi Uy, Tere, DE hacecterctspeicnttacccsvcctcrnctisiccnntetiesioines 33.9 

8 Danny Thomas (General Foods, CBS) ........ccccccccccsscesseseesseereeesnenensnenenenenes 33.8 
I Tn SII I I ai ines srpactersedoembieebiniaseiaiaaniieniias 33.8 

9 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........cccccccccccceceseseseneeseseeeseeneees 33.5 
Tennessee Ernie Ford (Ford Motor Co., NBC) oo....ccccccccccccccccccsenseeseenscnnvnnenees 33.5 

TOTAL VIEWERS REACHED 

Rank Program 

1 ee 

2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 

3 See Se Gm UD crv rcertatcstnrsttnesethceneentertncovensvitccnesivinseneseninct 

4 ee Tey GUNS GIITG, POE) carci cterctchcccstaneccevince cvs ecestesnecscsnsssocisties 

5 Ed Sullivan (Mercury, Kodak, CSS) .... 

6 Lucille Ball-Desi Arnaz (Ford, CBS) 

7 People Are Funny (Toni, R. J. Reynolds, NBC) ..........c0:ccccccccecsseeeeeeeeeees 

8 Have Gun, Will Travel (Whitehall, Lever, CBS) 

9 Dent Beetay GRURGTCRETD TORR, GE veciccccettcinsivecercsscmessosncscnmnecenntcsseesee 

10 . 8 2B fe a ee 


* Percentage of homes reached in markets where show appeared. 
**Total number of persons viewing program. 


‘Sales Chief of 


| cost per thousand. But now, it’s the 


BACK WHEN— 
A big-eyed little 
girl promot- 
ed Minneap- 
olis Brewing Co.’s 
Grain Belt beer 
on this 1903 cal- 
endar—a far cry 
from modern ad- 
vertising — and 
taboas. The art- 
work is in four 
colors with a soft 
effect. 


|was referred to as the first in- 
|stance in the city’s history of sep- 
arate automobile dealers from the 
/same product family cooperating 
s H in a joint promotion program. The 
Kelvinator, Retires promotion was sponsorship of 
Detroit, Jan. 14—Charles T.|“United Press-Movietone 1957 
Lawson has retired as vp of Amer- | Sports Review” on WKXP-TV. 
ican Motors Corp. He directed sales The dealers were Paul Miller 
activities of its Kelvinator division | Ford, Farmer Motor, Edsel dealer, 
for nearly 20 years. jand Marcuccilli, Lincoln-Mercury 
His career in the electrical ap- dealer—all located within two 
pliance industry spanned more than | blocks of each other. Miller Welch, 
30 years. Before joining Kelvina- | WKXP-TV commercial manager, 
tor as household sales manager in| said the dealers will study the re- 
1939 he had been with Westing-|sults with a view to undertaking 
house, General Motors Radio Corp. | other co-op ad ventures. 
and GM’s Frigidaire division. 


Charles Lawson, 


|Brader Joins Popai 
# Mr. Lawson is credited with suc-| Sam Brader, formerly market- 
cessfully rebuilding Kelvinator’s | ing-management consultant with 
distributing organization and es-| weCann-Erickson, New York, has 
tablishing the company’s “retail-| joined Point-of-Purchase Advertis- 
minded” policy. ing Institute, New York, as re- 


By 1952 he had risen to vp in | search director, a new post. 
charge of appliance distribution, | 


and in 1954 became exec vp, ap- 
pliance division, in the newly 
merged AMC. | 

Mr. Lawson is a past president 
of the National Electrical Manu- 
facturers’ Assn. and served on its 
board ten years. + 


Gabriel 
does 
at! 


Lexington Ford Family Dealers | 
Join in Promotion First 
The “Ford family” (Ford, Edsel, 
Mercury, Lincoln) dealers in Lex- | 
ington, Ky., joined together Jan. 1 
in a single advertising venture; it | 


See page 90 


Cedar Rapids-Waterloo November 
ARB shows that during TV watch- 
ing time in Iowa, 4 to 10 pm daily, 
KCRG-TV (that’s us) leads: 
KCRG-TV 90 Quarter hour firsts 
Station B 67 Quarter hour firsts 
Station C 13 Quarter hour firsts 
For a long time KCRG-TV has 
been a good buy, delivering sub- 
stantial audiences at a very low 


KCRG-TV 


CEDAR RAPIDS * WATERLOO 


ABC-TV Channel 9 
Represented by: Weed Television 


buy in Eastern Iowa, with the high- 
est ratings and the same low rates. 
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Advertising Age, January 20, 1958 


100 Leading Network TV Advertisers 


January-October, 1957 


Source: Publishers Information Bureau 
$000 Omitted 

Gross Time Gross Time 

Rank Company Expenditures | Rank Company Expenditures 
. Procter & Gamble Co. .......... $39,158 | 52. Pet Mill Coe. ......cccccccrccccccsees 1,970 

. Colgate-Palmolive Co. ............ 15,737 | 53. Kimberly-Clark Corp. ............ 1,938 

a: MMIII MII, acossusbabnocepnencnstin 15,570} 54. American Chicle Co. ............ 1,914 

. American Home Products Corp. 15,118| 55. National Biscuit Co. ............ 1,825 


1 
2 
3 
4 
5 
6. General Foods Corp. ............ 
7 
8 
9 
10 


, SE I GE theibttrdansercde 13,464| 56. Goodyear Tire & Rubber Co. 1,809 
I: Giles TE I tncinncmniianiventons 1,790 
« Qs Setccmnnonamenen VE467 T BB: Cortbation Ces ssiccccscecescsscscesers 1778 
. R. J. Reynolds Tobacco Co. .... 10,903| 59. Aluminum Co. of America .... 1,764 
FAR GI EI, ccccececcconnstonsie 10,485 60. Armstrong Cork Co. «0... 1,731 
. Bristol-Myers Co. 2.0.0.0... oe ee ae 1,672 
11. General Motors Corp. ........ 8,554| 62. Sweets Co. of Americc ......... 1,627 
12. American Tobacco Co. .......... 7,540| 63. Wesson Oil & Snowdrift Co. 1,606 
13. General Mills Inc. .................. 7,121 | 64. Radio Corp. of Americe ........ 1,557 
14. Pharmaceuticals Inc. ............ 6,782| 65. Kaiser Al & Chemical 
15. Liggett & Myers Tobacco Co. 6,732 COIS cnnrrcnenticpessipiieenniee 1,552 
5G. CEFR TIS ceccnsensomsecmasessstoencee 6,042| 66. Warner-Lambert Pharmaceutical 
0 ES ee 5,990 Tilly: svitntataniiesadetniesnsmuniniiaeetio 1,551 
18. Brown & Williamson Tobacco 67. Pabst Brewing Co. on 1,513 
RIT tataidskassdidazsecencsenenaseinennenmn SBGBi GB: Peovem Cen. ..cccorcoscocccrcsccccrsrses 1,493 
19. National Dairy Products Corp. 5,671] 69. Wildroot Co. oo... 1,389 
BO MN WI IM isinedaictetcactaitecaccionens 4,723| 70. Gerber Products Co. ............ 1,376 
21. General Electric Co. ............ GPE T FU. TRIED GOI. ccccscssccvnteccascossee 1,309 
Bs BE BI, . ccresatetecscesdabvsticsese 4,389 | 72. State Farm Mutual Auto Ins. 
23. Hazel Bishop Inc. .................. 4,201 a oe ee oe 1,308 
24. P. Lorillard Co. ......... a 4,069) 73. B. F. Goodrich Co. 2.0.0.0... 1,276 
25. Campbell Soup Co. ............. 4,054| 74. Mogen David Wine Corp....... 1,239 
, LT 4,053 75. Associated Products Inc. ........ 1,217 
27. Helene Curtis Industries ........ OT Pek FR. E GRRIR GS diacevecntctestenons 1,211 
28. Westinghouse Electric Corp... 3,923] 77. American Gas Assn. ............ 1,205 
29. Standard Brands .................... 3,683| 78. Firestone Tire & Rubber Co. .. 1,200 
Be WIIIIIE GNIS. vebnccncaccecsvecintoesenescns a, Yo One ee 1,176 
Gy TIBI BIG ccecesensccissccomsscne 3,496| 80. American Dairy Assn. ............ 1,163 
32. S. C. Johnson & Son ............ 3,341 | 81. Whirlpool Seeger Corp. ........ 1,147 
33. Sperry Rand Corp. ................ 8g OB 1,121 
Bets III GETING Scsvesccnsctccuncesecces 3,243 | 63. Gull Oll Corp. ........c0.sccerseeceees 1,100 
3S. Piliabery Mille. ...cccccssccecsrcscssese 3,178| 84. Max Factor Co. oo... 1095 
SS 2 A Sen 2,856) 85. Brillo Mfg. Co. ooo. 1,064 
37. Philip Morris Inc. ...........0c000 DEST T BG, Cee Gate Gee enveccocecescecccsesees 1,042 
38. American Telephone & Telegraph 87. General Cigar Co. 0.0... 1,024 
ee. i citcineitaannitlesinbasnainettieendiiad 2,462| 88. American Motors Corp. ........ 1,009 
39. Prudential Insurance Co. ...... 2449| 89. Union Carbide Corp. ............ 1,004 
40. Chesebrough-Ponds Inc. ........ 2,572| 90. U.S. Rubber Co. .................... 957 
OR I ie ccirttesencnceicipnticereeee 2,540| 91. Greyhound Corp. «0.0.0.0 894 
iis SI GIES» aednatccetaiindnicéaveses 2,464| 92. Bulova Watch Co. ................ 889 
43. Corn Products Refining Co. .... 2,463| 93. Carter Products Inc. ............ 844 
44. Jos. Schlitz Brewing Co. ........ 2,440| 94. W. A. Sheaffer Pen Co. ........ 817 
re 8 2,350} 95. Ginger Mig. Ce. ....ccccoseccsssesee 784 
46. Eastman Kodak Co. ................ 2,282] 96. Gold Seal Co. 200.0... a” 779 
47. Ralston Purina Co. ................ 2,205| 97. Mutual Benefit Health & 
48. Sylvania Electric Products ... 2,132 pt ae, anne 777 
GD. UB. TO GOI. ccsconsensecseseesss 2,103 | 98. Billy Graham Evangelistic Assn. 775 
50. Reynolds Metals Co. ............ 2,087 | 99. Sperry & Hutchinson Co. ........ 744 
51. Johnson & Johnson ................ 2,049 1 160. Drackett Co. ......cc.cccccsccocssees 731 


P&G Again Leads 
Net TV Spenders 
in 10-Month Total 


(Continued from Page 1) 
tures pushed R. J. Reynolds To- 
bacco Co. to eighth place, switch- 
ing with Ford Motor Co., now 
ninth. Bristol-Myers Co. remained 
in tenth place. 


s One of the 100 leaders in net- 
work tv, nine spent more than $10,- 
000,000 during the ten months 
measured, and 89 spent $1,000,000 
or more. 

The 98th and 99th largest net tv 
users are newcomers to the me- 
dium. The Billy Graham Evange- 
listic Assn. spent $775,000 in the 
January-October period to rank 
No. 98. Next in line was Sperry & 
Hutchinson Co., the trading stamp 
concern. # 


Cargill & Wilson Gets 
Entire Larus Account 

Cargill & Wilson Inc., Richmond, 
has been named to handle the en- 
tire line of tobacco and cigaret 
products of Larus & Bro. Co., Rich- 
mond. The agency, which previ- 
ously has handled Domino cigarets 
for Larus, will take over Holiday 
cigarets Feb. 1, and it will begin 
work on the tobacco lines April 1. 
Reach, McClinton & Co., New York, 
is the current agency for Holiday 
and tobacco products. 


St. Louis Ad Tax 
Plan Is Dropped 


(Continued from Page 1) 
the members of the board of alder- 
men have informed themselves and 
appreciate the serious implications” 
of the suggested plan. 

He added that many of the mem- 
bers of the board and of the Demo- 
cratic city committee have ex- 
pressed support of his stand against 
the tax proposals and said he had 
heard little complaint. 

“It is possible the bills might be 
introduced on some rainy day,” he 
continued, “but I feel sure they 
would never be passed.” # 


Merck, United Wallpaper 
Move Accounts from EWRR 

Two more clients moved out of 
Erwin Wasey, Ruthrauff & Ryan 
this week to other agencies. 
Merck & Co., New York, named 
C. J. LaRoche Co. to handle its 
agricultural health products, and 
United Wallpaper Inc., Chicago, 
moved its United Wallpaper divi- 
sion to Irving J. Rosenbloom & As- 
sociates, Chicago. 

Jere Patterson, exec vp in charge 
of EWRR’s New York office, told 
ADVERTISING AGE that there prob- 
ably isn’t an account in the agency 
that has not been solicited since 
the two agencies merged Oct. 1. 


‘This Week’ Promotes McCrum 
Edwin T. McCrum, with This 
Week Magazine for 20 years, has 
been named manager of the dur- 
able goods division of the maga- 
zine’s marketing department. 
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HOW LOW IS LOw?—Ford and Plymouth ran large space ads in Chicago 

newspapers stressing the law prices of their models but none of the 

ads list actual prices or equipment. Ford says it has the lowest priced 

sedans, station wagons and convertibles; Plymouth maintains it has 
the most economically priced hardtop. 


and Foreign Cars 


Nance Is Named 
to Supervise New 
Marketing Unit 


DEARBORN, Jan. 15—In a sweep- 
ing reorganization of its marketing 
structure, Ford Motor Co. today 
moved its Edsel, Lincoln-Mercury 
and foreign car import operations 
under James J. Nance. Mr. Nance, 
a Ford vp, had been in charge of 
the Lincoln-Mercury division. 

The move puts all domestic car 
operations, except Ford cars and 
trucks, under Mr. Nance’s direct 
supervision, and brings the com- 
pany’s automobile functions into 
two groups. 

Continental, Lincoln, Mercury 
and Edsel and the marketing of the 
English-made Fords will constitute 
a new unit, called the M-E-L di- 
vision. The action lumps together 
the company’s luxury, medium- 
price and imported car lines. 


® Richard E. Krafve, vp and gen- 
eral manager of Edsel division, will 
be assigned to the staff of R. S. 
McNamara, group vp in charge of 
the car and truck division. 

Mr. Krafve was named general 
manager of the special products di- 
vision when it was formed in April, 
1955, and charged with the $250,- 
000,000 task of developing the “E” 
car, later named the Edsel. 

He was made a vp of Ford Motor 
Co. in October, 1956, and became 
Edsel general manager when the 
special products division was re- 
named in November, 1956. 

A spokesman said the move was 
not based on Edsel’s showing in 
the car market. The company has 
insisted that the new Ford entry is 
doing as well as could be expected. 


® The administrative move repre- 
sents another step in the rapid rise 
of Mr. Nance since he joined Ford 
as vp of marketing in November, 
1956. Before that, he was president 
of Studebaker-Packard Corp. and, 
earlier, head of Hotpoint division 
of General Electric. 

Last September, Mr. Nance was 
made general manager of the re- 
constituted Lincoln and Mercury 
division. He’ll continue as a com- 
pany vp and be general manager of 
the new M-E-L division. 

He will be assisted by Ben. D. 
Mills, vp and assistant general 
manager of the former Lincoln and 
Mercury division. Mr. Mills will 
be assistant general manager of the 
new division. 

In addition to the four domestic 
cars, the new division will market 
Ford’s imported Anglia, Prefect, 
Consul, Zodiac and Zephyr passen- 
ger cars and Thames vans (small 
trucks). 

The Ford international division, 


Ford Moves Edsel, 


Lincoln-Mercury 
into One Division 


of which Tom Lilley is general 
manager, will continue to be re- 
sponsible for production of the 
English Fords. 


® Joseph E. Bayne has _ been 
named general sales manager for 
the Lincoln and Mercury general 
sales office while J. C. (Larry) 
Doyle becomes general sales man- 
ager of the Edsel general sales of- 
fice. 

In other key appointments, D. 
J. Bracken was named general 
manufacturing manager of M-E-L 
with personnel and functions of 
the former Edsel manufacturing 
office assigned to him. J. E. Judge, 
formerly product planning man- 
ager for Edsel division, assumes 
a similar position in M-E-L and 
becomes product planning man- 
ager for the four American-made 
cars. 


EDSEL SALES GAIN 
IN ‘EVENED-UP’ RACE 

DEARBORN, MiIcH., Jan. 16—Edsel 
sales in the first ten days of Jan- 
uary were 18.6% ahead of the first 
ten days of December, “continuing 
the upward sales trend which has 
been evident ever since we began 
to sell the 1958 Edsel against 1958 
models of our competitors,” ac- 
cording to J. C. (Larry) Doyle, Ed- 
sel’s general sales manager. 

In its first 90 days on the market 
starting last September, Mr. Doyle 
says, Edsel had to compete with 
priced-down 1957 models, and it 
still has such competition in some 
areas. 

The current sales gain, which Mr. 
Doyle credits largely to Edsel’s 
test-drive promotion, is continuing 
into the second ten-day period, he 
added. # 


Winners Named in ‘Time’ 
Copywriter’s Contest 

Earle C. Peterson, James Lovick 
& Co., Vancouver, B. C., and Ches- 
ter R. Curtis, J. Walter Thompson 
Co., Detroit, both copywriters, won 
first prize awards of $1,000 each 
in Time’s copywriter’s contest. 
Four second prizes of $500 each 


ing consultant, New York; Robert 


Anderson & Cairns, New York, and 
Raymond F. Finnegan, J. Walter 
Thomspon Co., Chicago. 
Contestants were required to fin- 
ish a sample promotion letter or 
submit a completely new letter. 


Grady Joins Esty 
Don Grady, formerly with the 
|Kudner Agency, has joined Wil- 


went to Sydney S. Field, advertis-| 


B. Parker Jr., copywriter, Wilson, | 
Haight, Welch & Grover, Hartford;|Telephone & Telegraph), to CBS 
Sherman E. Rogers, copy chief of | and “Face the Nation” for the in- 
|terview with Nikita Krushchev, to 
|“NBC Opera,” to “Wide Wide 


CBS, NBC Share 
TV Honors in 
Sylvania Awards 


New York, Jan. 17—The seventh 
annual Sylvania _ Television 
Awards were presented here last 
night to 28 winners, with several 
programs being singled out for 
honors in two categories. Three 
local shows made the winning 
circle. 

The network spoils were divided 
by CBS and NBC; ABC did not get 
a citation from the committee. 

The list of awards included: 


e Original Teleplay—William 
Gibson for “The Miracle Worker” 
on “Playhouse 90” (several spon- 
sors), CBS. 


e TV Adaptation—James Lee for 
“The Life of Samuel Johnson” on 
“Omnibus” (Union Carbide, Alu- 
minium Ltd.), NBC. 


e Outstanding Actor—Lee J. Cobb 
in “No Deadly Medicine” on “Stu- 
dio One” (Westinghouse), CBS. 


e Outstanding Actress—Kim 
Stanley in “Traveling Lady” on 
“Studio One.” 


e Best Supporting Actor—Torin 
Thatcher in “Beyond This Place” 
on the “DuPont Show of the 
Month,” CBS. 


e Best Supporting Actress—Patty 
McCormack in “The Miracle 
Worker” on “Playhouse 90.” 


e Dramatic Series—“‘Hal|lmark 
Hall of Fame,” NBC. 

e Outstanding New Series— 
“Twentieth Century” (Prudential), 
CBS. 

e Documentary Series—‘“See It 
Now” (various sponsors), CBS. 

e Network News—NBC news de- 
partment “for developing tech- 
niques for the instant dissemina- 
tion of news.” 

e Public Service Series—“UN in 
Action” (sustaining), CBS. 

e Variety Series—“Steve Allen 
Show” (various sponsors), NBC. 


e Comedy Series—Jack Paar’s 


“Tonight”? (several sponsors), 
NBC. 
e Daytime Series—‘Matinee 


Theater” (several sponsors), NBC. 


e Light Musical Program—‘“Annie 
Get Your Gun” (Pepsi-Cola and 
Pontiac), NBC. 


e Light Musical Series—‘“Dinah 
Shore’s Chevy Show,” NBC. 


e Children’s Series—‘“Let’s Take 
A Trip” (sustaining), CBS. 


e Religious Series—“Look Up and 
Live” (sustaining), CBS. 


e Educational Series—“Omnibus.” 


e Local Public Service Series— 
“The One Inside” on WSPD-TV, 
Toledo. 


e Local News and Special Events 


—‘“Disaster, Dallas” on WFAA- 
TV, Dallas. 
e Children’s Educational Series 


Created by Local Station—‘“Dis- 
covery” on WGBH-TYV, Boston. 


s In addition, several awards went 
to Marian Anderson for her “See 
It Now” visit abroad (International 


World” (General Motors) on NBC, 
to the NBC educational series and 
to the Educational Television & Ra- 
dio Center in Ann Arbor, Mich. # 


Lazar to Shaller-Rubin 


Nat Lazar, formerly an account 
executive with R. L. Polk & Co., 


liam Esty Co., New York, as aj/has joined Shaller-Rubin Co., New 
York agency, in the same capacity. 


copywriter. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


HELP WANTED 


39,430 


! POSITIONS WANTED 


FEED ADVERTISING MAN 
Farm Feed Advertising man needed in 
Los Angeles to write direct mail, book- 
lets and merchandising material for com- 
plete line of Albers top quality feeds 
Prefer age 28-35, college training, feed 
sales experience. Write Robert Moore, 
Feeds Advertising Mgr., Carnation Com- 
pany, 5045 Wilshire Bivd., Los Angeles 36, 
California. 


If Yor’re in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!! 
202 S. State St., Suite 1302-4 


Mr. Account Executive—here’s your op- 
portunity to become associated with an 
ideal creative and marketing “Account 
Executive’s Agency”. Finest compensa- 
tion arrangement in Chicago area. Gen- 
erous stock option and “your name on 
the door” plan. You will become an inte- 
gral part of our whole operation and a 
member of our plans board. Our heavy 
promotional new business activity will 
keep you furnished with leads. We're a 
young, aggressive, hard working group 
... but we also like our Wisconsin sum- 
mer and Florida winter rejuvenations. Will 
also consider competent advertising prac- 
titiorer with faith in his ability to be- 


come an A. E. If you want to build an) 
instead of suffering | 


equity for yourself 
from the peculiar mortality of this busi- 
ness, drop us a brief resume. 


Box 1167, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 


TRADE PAPER PROMOTION WRITER 

Young promotion writer (under 35) to 
assist Creative Director in highly spe- 
cialized Chicago media promotion agen- 
cy Loop location. Creative ability a 
prime requisite, along with writing ex- 
perience. Trade paver promotion back- 
ground desirable. Pleasant working con- 
ditions, with plenty of creative freedom. 
Write us an outline letter, stating age, 
experience and salary expected. 


Box 1166, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 
CE maseen Public Relations 
COPYwriters occ AGvtg. Managers 
Artists Media ...Production ....Service 


“All is grist which comes to our mill” 
Andover 3-4424, 1056 W. Adams St., Chgo 3 


ASSISTANT EDITORIAL DIRECTOR 
National trade association in building in- 
dustry located in Chicago wants experi- 
enced young man (25-35) as assistant 
editorial director. A job with a future. 
Prefer school of journalism graduate 
with good newspaper or magazine back- 
ground. Starting salary $8,000. Enclose 
photo and resume of past experience. 
Reply to: 

Box 1165, ADVERTISING AGE 

200 E. Ulinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 

469 E. Ohio St., Chge. Su 7-2255 
Advertising typography firm 25 years 
quality reputation seeks typography 
salesman with agency accounts. Liberal 
commissions, plus profit-sharing leading 
to partnership. We have no salesmen at 
present. 

Box 1164, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ACCOUNT EXECUTIVE 

|A “self starter’! Young (age 37) but 
thoroughly seasoned. 15 years heavy ex- 
perience—top agencies and Nat’l Adver- 
tisers (Ad Mgr. and Sales Mer.) Strong 
Planner, supervisor and presentor of 
Budgets, Marketing, Merchandising and 
Advertising Plans. Food, Petroleum, Bidg. 

atl'’s., Shoes. College Grad. $16,500— 
resume quickly furnished at your re- 
quest. 

Box 1155, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MATURE PRESS PR MAN INDUSTRIAL 
editor-writer seeks slot with company, 


POSITIONS WANTED | 


Advertising Age, January 20, 1958 


REPRESENTATIVES WANTED | MISCELLANEOUS 


COPYWRITER—10 YEARS EXP. Em- 
ployed but wants more demanding posi- 
tion... Young (35), married, creative. 
Experience includes: Copy (top accts., 
top NY 4A agencies), Advt.-Sales Prom. 
Mgr. (major industry), .Sales Prom. A.E. 
& Writer (network). Will relocate. 
Box 1183, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TALENTED ACCOUNT SUPERVISOR 


(Also consider position as ad director.) 
Top Drawer exp. Now handle famous 
acct. billing in millions, but future 
blocked! Heavy exp. all media. Big 
League TV. Mkt. know-how. Good ad- 
minis. Know foods, appliances, indus- 
trials. Creator famous promotion. 

Box 1170, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 
WE WILL PRODUCE YOUR MAGAZINE: 
plan it, write it, sell space, and handle 
all bookkeeping and production... club 
magazine, trade association publication. 
(sales or employee magazine). The Arbo- 
gust Co. (Est. 1923) STate 2-9151, Chi- 
cago. 
Public Relations-Advertising Solid experi- 
ence with internal-external communica- 
tions, house organs, newspaper and large 
ad agency. College graduate, 33 years old. 

Box 1171, ADVERTISING AGE 


ADVERTISING SPACE SALESMEN FOR RENT 
Fast Growing Beauty Trade Publication | Ideal space for art studio or architect. 
needs reps in St. Louis, Tennessee, Cali-| Two private offices, one with fireplace, 
fornia and throughout South. reception room, large work area. Reason- 
Box 1096, ADVERTISING AGE able. Near north location. Phone 
200 E. Illinois St., Chicago 11, Illinois MI. 2-7500. Chgo. 


Wanted: National advertising representa- FOR RENT, OFFICE SPACE NYC 
tive to handle only publication covering 55 St. near 5 Ave. Office for free-lance 
United States Senators, Congressmen and Artist- 100 sq. ft. Office for Accn’t Ex. 
all official Washington. Please write or Prntg. Bkr.-140 sq. ft. Co. 5-5537 


giving experience to 
Box 1186, ADVERTISING AGE PPA 1, 1... 
480 Lexington Ave., New York 17, N.Y. |Qf Dairy Farmers throughout Eastern, 
. - |Southern and Western States. Write to 
REPRESENTATIVES AVAILABLE | Adv. Mgr. 521 South 3rd St., Minneapolis 


PUBLISHERS | 15, _Minn. 

Well established Chicago Representative | Professional Office-Unfurnished. 38th St.- 
firm would welcome the opportunity to| 107 East-Superb location. Private En- 
discuss your space selling problems in trance modern, fully air-cond., parti- 
the midwest. tioned. Suitable advertising, public rela- 

Box 1162, ADVERTISING AGE | tions, etc.-immediate possession-Reason- 

200 E. Illinois St., Chicago 11, Illinois | able. BU 8-4483-N. Y. 

Need Top Representation in New Eng- 
land & New York? Well established space | 
sales group has adequate time & facili- | 
ties to handle one more business or 
-onsumer blication. Write 
e-. Box fan ‘ADVERTISING AGE | scaped acre, carpeted 20x24 ft. Liv. rm., 
480 Lexington Ave., New York 17, N. Y. | 3 large bedrooms, 2 baths, elect. kitchen, 
| complete with washer & dryer, breezeway, 
patio, gas heat, 2 car gar. exci. strg. 
space, many other luxury features, close 


TRANSFERRING to CHICAGO? 
NORTHBROOK, ILLINOIS 
One year old colonial ranch home; land- 


association or agency. Now editing qual-| 
ity magazine for lage manufacturer. Age, | 
40. Have worked only in Chicago area, but | 
will relocate. Need $8,500. 

Box 1176, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Mlinois 


EASTERN ADV REP 


200 E. Tilinois St. Chicago 11, Illinois 


SPACE SALESMAN AVAILABLE 
Over six years experience on trade Jour- 
nals. Interested in covering western Pa. 
and Ohio from Pittsburgh for a growing 
book. Married, 3 children. B.A. 1950. 

Box 1174, ADVERTISING AGE 


Hq. ¥C. Proven record of successful | 4g Lexington Ave., New York 17, N.Y 

space selling. Excellent k , - | — : Bait 

est a ens Raspouns. Sige | FILM PRODUCER - ACCT. EXEC. 
Box 1142, ADVERTISING AGE | Extensive background industrial and 


|commercial films. Top industry and ad- 
| vertising exec. contact. Age 34 

| Box 1103, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
| Creative Art Director, 35, top-notch ex- 
| perience, impressive background. Try me! 


480 Lexington Ave., New York 17, N. Y. 


STOP SEARCHING! 
If you've been thinking how nice it 
would be to find a reliable man with 
house organ experience—writing, layout, 
typography, production, commercial art 


EXPERIENCED 
OUTDOOR MAN 
AVAILABLE 


Wide experience in all types of 
outdoor advertising. Equipped 
to represent and sell for plant 
owners—or handle department 
in agency—or supervise outdoor 


trans. imm. poss., 5% mtg., sacrifice for 

immediate sale. Phone owner Crestwood 

2-4225, or write Box 871, ADVERTISING 

oe. S00 E. Illinois St., Chicago 11, 
inois. 


Opening for 
INDUSTRIAL ARTIST 


Experienced in brochures, 
promotional pieces and pres- 
entations. 


PROFIT SHARING 


available in new corporaion being formed 
by publisher of an established and grow- 
ing business paper. If you can sell, write 
good letters, are under forty, have good 
appearance .. . you should seriously con- 
sider investing between $10 and $20 thou- 
sand in corporation. You would be head- 
quartered in New York and be responsible 
for producing business in Eastern terri- 
tory. Box 873, ADVERTISING AGE, 200 
E. Tlinois St., Chicago 11, Illinois. 


and lettering—then you want to contact 
| Box 27B 378, Advertising Age, 4041 
Mariton Ave., L. A. 8, Calif. 


Young (30) A.E. with heavy merchandis- 
ing and contact background in package 
goods & hard lines with 4A agencies. De- 
sire agency with growth potential 
Box 1185, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FOOD MARKETING EXECUTIVE 
For manufacturer or agency. 20 years in 
all phases advertising prom., sales. Seeks 
challenging Product or Adv. ers. 
or with agency where marketing exp. re- 
quired. For resume’ and references: 
Box 1169, ADVERTISING AGE 
200 E. Mlinois St. Chicago 11, Illinois 
TOP PUBLICATION 
MEDIA PROMOTION 
Ideas — presentations — complete cam- 
paigns. Big ideas for small budgets. Can 
be your outside “‘inside’’ promotion dept 
Tough assignments for top pubs. ABP 
Award-winner, exp. with country’s lead- 
ing pubs. Taking on additional accounts. 
Reasonable. 
Box 1168, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
ADV. MGR. - ACCOUNT EXECUTIVE 
PITTSBURGH AREA 
Experienced art—copy—production. Ideas 
to finished — sales — sales management— 
solid company can buy me to sell their 
products. 
Box 1172, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


DIVERSIFIED ADVERTISING MAN 
Solid experience with all types of na- 
| tional advertising in the tough appliance 
business, with one of the largest appli- 
ance manufacturers. A degree in physics, 
too? Young. If it’s challenging, I'm in- 
terested. 

Box 1173, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Mlinois 


NEED A PROFIT-MINDED AD MAN 
WITH KEEN MERCHANDISING SENSE? 
I'm anxious to invest all my energies 
j}and talents as ad exec with a mfr., agen- 
}ey or retailer. I'm mature 29 with 8 yrs 


ACCOUNT EXECUTIVE AVAILABLE | 2'ts 


spot | 


| 


|}associates and city 


experience-4 yrs. dept. store, 1 yr. agen-| 


cy, 3 yrs. in present job as ass’t. ad dir. 
top cons. mfr. Strong on copy, mer- 
| chandsg., administration, sales promotion. 
~~. salary low 5 figures. Will relo- 
cate. 
Box 1175, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HARD-SELL RETAIL 
copy-layout-production-rough art. Merchan- 
dise background. Adv. experience range: 
Discount House to borax furniture to 
jewelry & apparel. Solid newspaper space 
sales-management record. Consider Mfg. 
with retail outlets, or newspaper promo- 
tion. Stanford M.B.A. Age 42. High ref- 
erences. 
Box 866, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Iilinois 


President. 


EXPORT ADVERTISING 


We are seeking a well qualified man to help serve our growing 
number of industrial clients selling to the export market. He 
must have a solid knowledge of export media. His duties will 
include market evaluation, media selection, copy recommenda- 
tions. He will contact clients, working closely with our account 
executives. Position located in agency’s New York office. If 
you have export agency experience, and are prepared to as- 
sume the added responsibilities of greater stature in the export 
advertising field, send your resume and salary requirement in 
strict confidence. Write to Howard Sharman, Executive Vice 


Marsteller, Rickard, Gebhardt & Reed, Inc. 
800 Second Avenue, New York 17, 


| 


Box 1179, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Prodn. Mfg.-Prig. Buyer. Deg. graphic 
10 yrs. exp. All reprod. processes; 
sales prom. material, displays. Prefer 
greater N. Y. area. 

Box 1177, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


QUALIFICATIONS 


Creative, enthusiastic, able to think! 
Burning desire to excell and succeed! 
Strong natural tendency towards Adv. 
INCIDENTALS 
Born and bred in the Furniture and/| 
Home Furnishings field. Have run the) 
gamet from retail Salesman to National | 
Sales Director of major case goods man- 
ufacturer. Age: 37 
Box 1178, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Woman-5 yrs exp. in agency & industrial 
adv. & PR including ad prod; planning & 
executing complete PR programs; all 
company press releases; some research. 
Excellent press & professional contacts. 
U. of Ill. Bus. Adm. Grad. Chicago only. 
Box 1181, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


work for national advertiser. || : " * 
Know medium thoroughly. Good || wind comely — 

a eniy. || vides atmosphere and climate 
advertising background. Familiar conducive to best creative ef- 
with all major markets coast to forts. Opportunity to work 
coast. 20 years experience. Age 


with artists interested only in 
under 45. Box 870, Advertising || turning out the finest finished 
Age, 200 E. Illinois Street, Chi- |) product. 
cago 11, Illinois. 
|| Technical background re- 
quired. Relocation assistance 


CUTS $1.25 ss 
Sete kée tae and fringe benefits. 
ZINC | P 
Line or halftone flush mounted. Lockheed Aircraft Corpora- 
Fast rvice— 


tion, near beautiful Atlanta, 
Georgia, a sophisticated city. 


Write full details to 


Satisfaction Guaranteed | 

Write size of cut and screen preferred 

on back of copy and mail to 
WARD KAH 

Box A 87, Glendale, Calif. 


CREATIVE INDUSTRIAL 

AD MANAGER AVAILABLE 
Shirt-sleeves ad creator with 11 years 
experience as ass’t to, or manager of, ad- 
vertising and sales promotion for two 
leading mfgrs. Age 40, college grad. Ver- 
satile writer, author, campaign planner. 
Thoroughly familiar graphic arts, layout, 
photography, publicity, agency liason, 
budgets, shows. Long on motivation and 
engineering savy. Personable, active in 
church and community affairs. Ideal all- 
around man for medium-sized operation. 
Prefer job with profit incentive, talented 
near water. Starting 
salary ...$9 to $11M 

Box 1180, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

COPYWRITER, male, 28. I have created 
fresh, sound advertising for food & appli- 
ance accounts. Print. TV. trade, etc. 

Box 1182, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ART DIRECTOR-ARTIST 
Versatile, experienced designer, 
with merchandising problems. 
P.O.P 

Box 1184, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, I'linois 


familiar 
Heavy on 


OFFSET CUTOUTS 

Stock promotional headings for repro- 
duction. OFFSET SCRAPBOOK No.1 con- 
taining 1,500 classified specimens, only 
$2.00 postpaid. A rich source of practical 
help and inspiration. Thousands in use 
Available also are books containing pro- 
motional art, cartoons, borders, panels, 
type fonts, holiday art, etc., at newly re- 

duced prices. Free descriptive folder. 
A. A. ARCHBOLD, Publisher | 
P.O. Box 20740-A Leos Angeles 6, Calif. 


Fine, Fast, Fairly Priced Photography — 


pics 


Photographers 


DEARBORN 2-1062 


197 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


ADVERTISING MANAGER 


Midwestern building products manu- 
facturer offers unusual opportunity for 
young, aggressive self-starter. Will 
work closely with both internal and 
external sales organizations and a 
national distributor organization that's 
on the move. Plan and direct national 
advertising and sales promotion pro- 
gram. A growing company with expand- 
ing markets—a real challenge for the 
right man. Sell yourself with the first 
letter and include résumé, photo and 
salary requirements, to: 

Box 869, ADVERTISING AGE, 200 E. 


Ilinois St., Chicago 11, llilnois. 


| ART GROSS 


Special Arts Group 
834 W. Peachtree St., N. W. 
Atlanta 8, Georgia 


e wanted 


INDUSTRIAL 
CREATIVE VP 


Solid, Small ($1 million) 
Lively N. Y. Agency 


Primary duties: preparation 
of promotional and market 
plans, copy direction, 

creative coordination; some 
contact. 

Good salary + profit-sharing; 
secure future. Please write 
fully, in complete confidence. 


Box 867, Advertising Age 
480 Lexington Ave., | 
New York 17, N. Y. 


te 


stam 


TV SPECIALIST—ACCOUNT 
EXECUTIVE AVAILABLE 


For position with agency or advertiser 
NYC, Phila. or West Coast. Experience in- 
cludes three years as Production Super- 
visor with major TV network developing 
and producing top live TV shows. Two 
years as Account Executive with 4A agency 
handling client contact and administration 
of TV programs for diversified clients. 
Six months residence in Detroit as A.E. on 
“Big Three’’ automotive account. One year 
as A.E. and Writer-Producer of live and 
filmed TV commercials for housewares and 
cosmetic accounts. Also supervised time 
buying for national spot campaigns. Most 
recenily served as Sales Representative 
for leading packager of TV programs. | 
offer unique combination of administrative 
and creative ability to supervise ali as- 
pects of your television projects, live or 
film. Age, 34. Salary about $15,000. 
Box 868, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


4 


Almost everybody of 
importance in 
advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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TOP MANAGEMENT 
PRODUCER 
AVAILABLE SOON 


Top-level advertising and publications 
man has reached limit of potential in 
present situation. Has twenty years 
sound experience embracing advertis- 
ing promotion, production, sales plan- 
ning, merchandising, market and 
media research. Agency experience. 
Nine years as ad manager of one of 
country’s top construction equipment 
manufacturers. Highly qualified and 
highly recommended by current em- 
ployer. Available immediately for in- 
terview. For full information on back- 
ground and qualifications, write:— 
Box 872, eg Age, 200 E. 
Ilinois St., Chicago, Ilinois. 


Concession on 
Postal Pay May 
Bring Rate Hike 


(Continued from Page 3) 


as a gesture to important senators 
who have taken the position that 
postal rate legislation must mark 
time until a postal pay bill is as- 


sured. 


As recently as last month, Sen. 
Olin Johnston (D., S. C.), chairman 
of the Senate post office commit- 
tee, said he regards postal pay as 


the first order of business for his 
committee. He indicated the rate 
bill cannot be considered until af- 
ter the pay issue is resolved. 


# In his message, the President 
said postal deficits stem from the 
fact that costs have doubled in the 
past 25 years, while rates on let- 
ters and publications are un- 
changed. He said every expansion 
in volume at today’s rates adds to 
the deficit carried by the general 
taxpayer. 

While he conceded that costs of 
handling mail have increased 
from $51,000 per 1,000,000 pieces 
in 1957 to an estimated $54,000 per 
1,000,000 in the next fiscal year, 


crease was caused by changes in 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

appointment on 
al. MADISON + SUITE 1417 
CHICAGO 2, TLL. 
CEntral 6-5670 


GOT IMAGINATION? GOT FORTITUDE? 
GOT 12 GRAND? Sputnik of publishing 
world ready for launching but needs fi- 
nancial fuel. Startling format, exper. staff, 
greatest potential since sex. Not as dan- 
gerous as Las Vegas dominoes but better 
odds and just as exciting. Jim Mourning, 
11441 Riverside Dr., N. Hollywood, Calif. 


bookkeeping methods which re- 
quire the Post Office to absorb new 
cost items, such as contributions 
to the civil service retirement 
fund. 

He said productivity in the 
department has been increased 


Major manufacturing corporation of brand-name 
products in the building materials industry seeks 
a promotion specialist for the N. Y. advertising 
and sales promotion department. Applicant must 


+1 


of initiati: 


g. creating and developing 


Y 


PROMOTION : 


complete sales promotion programs including con- 
sumer literature, brochures and manuals. 


SPECIALIST 


We prefer a college graduate with a minimum of 
2 years experience in sales promotion, preferably 


in the field of durable consumer goods. Interested 
candidates please submit, in confidence, a de- 
tailed résumé including salary requirements. 


Box 857, Advertising Age 
480 Lexington Ave., New York 17, N. Y. 


through the introduction of new 
methods and equipment and that 
in terms of comparable costs, the 
actual deficiency in 1959 will be 
only $8,000 per 1,000,000 pieces, 
compared with $8,800 per 1,000,- 
000 in 1957. 


® Despite proposals for sharp in- 
creases in rates on all classes of 
mail, the budget assumes a con- 
tinuing increase in mail volume 
and estimates that the department 
will handle 63.5 billion pieces of 
}mail in the new fiscal year, an in- 
‘erease of 3.4% over the current 
year. At existing rates, it said, rev- 
enues would reach $2.7 billion, an 


ADVERTISING MANAGER 


—who can help move goods from your warehouse 


My continuously successful experience of the last 20 years says I can help 
you sell more goods at a profit through better advertising and promotion. 
I offer you a record of demonstrated success with products in these fields: 
building (construction), electrical, appliances, industrials, capital goods, 
hearing aids, specialties. 1 have helped increase sales 700% for one building 
products company, 500% for an electrical company. I can bring you sound 
creative ability, mature marketing judgment, disciplined administrative skill, 
sure-footed knowledge of sales promotion. If your business needs a man to 
help fan your collected fuel into a flame, let me hear from you. 


Box 875, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


lincrease of $16,000,000 or 4.4% 
over this year (fiscal 1958), and 
9.9% over fiscal 1957. 

| S$Statistical tables in the budget 
showed that on a percentage ba- 
sis, the biggest gain in numbers 
and revenues is being registered 
by controlled circulation business 
| publications, While they account- 
ed for only $7,000,000 in revenue 
in fiscal 1957, and represented 
only 125,000,000 pieces of mail, 
this was a 22.9% gain in units and 
|a 17.9% gain in revenues. 


| ®s For the current year the depart- 
|ment estimates controlled circula- 
tion publications will register a 
19.5% gain in units and 15.3% in 
|revenues. In fiscal year 1959 it 


WANTED 
Top Caliber Representatives 
NATIONALLY KNOWN 
illuminated Plastic Sign Mfgr. 


Quantity manufacturer of illuminated 
indoor and outdoor plastic signs seeks 
outstanding representation. Straight 
commission paying high dollar. Exclu- 
sive territories open to reps of proven 
ability. Tremendous potential with 
complete advertising and promotion 
campaign to assist representatives. 
Write or call... 


HAGEN ADVERTISING DISPLAYS, INC. 
6230 Wiehe Rd., Cincinnati, Ohio 
Phone collect: ELmhurst 1-2525 


JEWELRY 
MARKETING 
SPECIALIST 


Age 33. Intimate knowledge of field. 
Excellent overall background. Currently 
ass't to marketing VP TOP CORP. Seek 
oppty. with agency, company or Publice- 
tion where know-how con be put to best 


vse. 
Box 874, Advertising 
480 Lexington Ave., N.Y. 17, N.Y. 


WRITER-PRODUCER 
$13,000 
Midwest agency seeks man with good all- 


around T/V writing experience, with 
emphasis on filmed spots. Automobile or 
automotive B/G helpful. If qualified, cén- 
tact me in confidence. 


GEORGE E. PYLKAS 


Executive Advertising Consultant 


CADILLAC ASSOCIATES, INC. 
220 S$. State St. . Chicago - WA 2-4800 


projects a further 16.7% gain in 


Our 47th Year 
THESE JOBS all offer 
profit-sharing, pensions, bonuses. 
COPY. Can be woman. All media, 
includ. TV. Helpful exper 
package goods, food, appliances, 
industrial 
AE, supermarket consumer goods 
COPY. Consumer & industrial 
All media. Exper. national 
accounts 


$12M 
$12M 
S1OM 
TIME BUYER. to $8400 
GLADER CORPORATION 
Don Harris, Dir. Adv. Di 
110 S. Dearborn CE-6-5353 


v. 
Chicago 


units and a 13.3% increase in rev- 
enues. 


SEN. JOHNSTON ASKS 
4¢ 1ST CLASS RATE 

New York, Jan. 17—A _ four- 
point plan for ending the U.S. post- 
al “mess,” is advanced by Sen. 
|Olin D. Johnston (D., S.C.), chair- 


|man of the Senate committee on 


|post office and civil service, in the 


for the 
quality-demanding 
cost conscious 
buyer 


“Where typesetting is still an art”’ 


S =a RVI & = typographers, inc. 


723 S. WELLS ST., CHICAGO 7, ILL. HArrison 7-8560 


the President said most of the in-| 


February Reader’s Digest, out Jan. 
20. 

| Sen. Johnston would have Con- 
gress adopt a policy “which defines 
precisely what costs are to be borne 
by mail users and what costs are to 
|be borne by the government be- 
cause they are public services.” 

He also proposed “rational’’ post- 
age rate increases, including an ad- 
vance from 3¢ to 4¢ for first class 
mail; a “further boost in second 
class rates,” which have already 
gone up 30%, and “a rise in third 
class rates, already increased 50%.” 

“I would not say precisely what 
increases should be made,” says the 
senator. “I do not believe anyone 
}can make a business-like forecast 
of that until Congress sets the 
fundamental postal policy.” 

Sen. Johz.ston also proposes that 
the postal system be modernized— 
“efficient buildings, streamlining of 
facilities, development of advanced 
mechanical devices.” And he would 
increase postal employe efficiency 
via “an adequate increase in postal 
wages.” # 


91 
Three Join Durham 


Herschel Williams, formerly with 
Benton & Bowles and J. Walter 
Thompson Co., has joined Robert 
C. Durham Associates, New York 
management consultant company, 
as vp and director. Bill Kerr, for- 
merly of ADVERTISING AGE, and 
Eve Boyd, formerly of Kenyon & 
Eckhardt, have also joined Dur- 
ham. 


Marie does it 
FASTER... 


complete mailings, multi- 
graphing, aimtogrene. 
ing, ae fill-in on 
multigraphed letters, 
planographing. 
_ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
ore service and fast delivery 
ALL WAbash 2-8655. 


the 
431 S. Dearborn St 


fe 
5, il. 


fora 


Are You Seeking 


A Copywriter? 


..Or are youa 


copywriter looking 


position? 


Either way—The Advertising Market Place in Ad Age 
very likely can turn the trick for you. 


For each week’s issue of Ad Age is read by almost 
150,000 key advertising, selling and marketing execu- 
tives. They are the people who have the authority to 
say “You're Hired!” 


And they refer constantly to the Advertising Market 
Place for creative talent. 


So whether you’re available—or looking for someone to 
fill a job—the odds for getting good results fast from 
an inexpensive classified message in Ad Age are greatly 


in your favor! 


no later than noon, Wednesda 


Use This Space to Print or Type Your Classified Advertising Message 


Try it—use this handy form today. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 


y 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1 State 


Clip and mail 
this form to: 


pat Headless Leia page 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


ee a. Lees Oe ee i dC ee ea a eer ee ee 6 eee Aare io eae ee i, oer a a ee eg ete, ee Smee NOMS ect aes ely. aR | ee 
a elias i  panaer™ ens ters ui deal PPR Hh a aeeenee ee = Mahon eae wae UMM weg oe ae? ic ee ee Ba Tie ae e, an ; 
fe: ee emaeneran a bee be gs a bi < oe Din tee Lea tis ye x Pa OE Sete Se See ae cad ee — ay mahi “ies, wie pies ae ie <* i aaa Sux 5 See Be i ee ee ee ie ¥ ‘a eter. - he “a Pines Be ape et PES 
7 ee Fic 
a fo Pe 
a 
| 
- 
C) , 
' 
J WS 
| a . . 
ee ‘ 
ie 
BIRCH 
Service, | 
rvice, - 
Inc. | cys 
: es = i 
| | —a \ 
| * am — = ae 
po  * - 
| Pee ye j 
Sela eee et 
| -—~ oo ; 
i ° PO “ 
Pe | Po | 
a ee 
ae ee 
aa | , 
: 
| i — fre ay se eee “. org ee 
| 
Po Be, ac ; eee 7 
(= \) ee eek ty t= eer esses ooo 
= WS ibe ie eRe ES ee a Rast rt ae ia karte 
[: i : 
<7) i 
i s -¥ ger recies ooo ‘ 
= 
PDB BBB LPB LLL LLP LL LLL LLL — P 
| E ssl : 
ype service. 
Be 
LL . 
a 
Po ee 
eo 
| ae a ll CER EEE SS AEE E 
a 
bs 
St cri, aN ; : io . Peis site : 3 tigate ead Pe § a. eee . ‘ 


Tailor TV Sell 
to Each Market, 
Blechta Tells ANA 


(Continued from Page 1) 


sales are ahead of last year. In 
some cities, sales have increased 
faster than the national average 
...On the other hand, there are 
four or five important markets 
where sales have not increased as 
fast as they should, and one or two 
cities in which they have even fal- 
len off. 


s To illustrate the market-by- 
market variation of tv shows, he 
cited “Maverick,” which reaches 
22% of the country’s tv homes. In 
Seattle, however, this figure rises 
to 40%; in Boston it drops to less 
than 10%. 

“The case of ‘Maverick’ is typi- 
cal for network tv. Three com- 
pletely different types of shows 
vary as much as 30-to-1 from best 
to weakest market,” he said. 

A second vital factor in a show’s 
popularity, Mr. Blechta said, is the 
strength of the local station. “Per- 
formance is directly related to sta- 
tion rank—the top station in New 
York showing the smallest drop 
from the national average, the 
strongest station in Baltimore 
showing the largest increase above 
the national average.” 

A third factor: The local audi- 
ence available to a show in its par- 
ticular time slot. “Brighter Day” 
when viewed in Pittsburgh at 4 
p.m. gets a 17.8 rating; in San Fran- 
cisco, however, it is seen at 1 p.m. 
(when only 13% of families are at 
the set) and rates only 1.9. 


s A show’s potential audience is 
also affected by the time spot plus 
the habit patterns of the individual 
market, he explained. Late-night 
viewing in New York is much more 
usual than in Dallas, as shown by 
sets-in-use levels of 30% for New 
York and 7% for Dallas during the 
11:30 to midnight time slot. 

The quick, economical and flex- 
ible way to even up advertising 
coverage is a broadcast spot cam- 
paign, Mr. Blechta maintained. 
“For $4,000 a week in New York, 
radio captures 3,000,000 different 
homes in a month with the average 
home hearing over seven an- 
nouncements. For the same money, 
tv reaches over 3,000,000 different 
homes with the average home see- 
ing three commercials. The radio 
schedule brought 70 one-minute 
announcements per week; the tv 
schedule, two 20-second spots per 
week.” 


s Field testing of the Communi- 
scope technique by D’Arcy Adver- 
tising Co. for its client, Budweiser, 
was described by Pettersen Mar- 
zoni Jr., research vp. Test results, 
he said, demonstrated that the 
technique is highly adaptable for 
use under typical field conditions, 
and D’Arcy “holds a pretty firm 
conviction that the Communiscope 
technique has great merit.” The 
Communiscope, developed by the 
Advertising Research Foundation, 
is a portable projector hooked to 
a light-timing device and uses the 
flashback technique. It is designed 
to test the effectiveness of print 
advertising. 

“We have secured data that ap- 
pear to be truly reliable in the 
sense that two sets of interviewers 
working with matched samples of 
respondents obtain recognition 
scores that are identical well with- 
in the limits of statistical signifi- 
cance,” he said. 

Mr. Marzoni also pointed out 
that Communiscope scores show 
very little agreement with scores 
from at least one (Starch) of the 
two major rating methods. “Again, 
this is fair evidence that the two 


| 


| 
| 
| 
| 
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‘57 Revenue of 94 
PIB Publications 
Was $788,237,755 


(Continued from Page 1) 
Home, 11%.; Better Homes & Gar- 
dens, 2.7%; Home Modernizing, 
46%; House & Garden, 0.6%; 
Household, 6.7%; and Sunset Mag- 
azine, 2.4%. The remaining four 
showed gains. 

The complete tabulation of mag- 
azine revenues, with percentage 
loss or gain compared with 1956, 
reported by Publishers Informa- 
tion Bureau, is shown in the ad- 
joining table. + 


methods are not measuring the 
same thing. Is it just wishful 
thinking to suppose that the Com- 
muniscope measures something 
more nearly related to an index 
of advertising effectiveness?” he 
asked. 


s Charles E. Swanson, research 
manager of The Saturday Eve- 
ning Post, demonstrated to the 
group how the Post appraises ad- 
vertising by its effect on consumer 
attitudes. 

In this research project, the 
magazine first finds out what at- 
titudes a person has toward a 
product, brand, company or idea. 
The consumer is then exposed to 
advertising, and afterwards is 
checked a second time for his at- 
titudes towards the product, brand, 
etc. 

From such studies, Mr. Swanson 
said, the magazine has found: 


e A difference of a word or two 
can make a great difference in how 
consumers respond to an advertis- 
ing theme, or a product quality. 


e Advertisements can increase the 
maximum price the consumer is 
willing to pay for a product. 


e Consumer tensions show up 
very clearly as differences be- 
tween what the consumer wants 
in a best possible product and how 
the consumer views a product in 
use. 


e The release of these consumer 
tensions can be turned into tre- 
mendous advantage when adver- 
tising and product team up to sat- 
isfy, to reduce these tensions. 


es J. F. Merriman, manager of 
marketing research for Campbell 
Soup Co., outlined a testing proce- 
dure in which Campbell uses sales 
results to decide “what to say” in 
its campaigns. 

In the case cited, the product was 
heat-processed soups, and five 
suitable ads were developed. The 
company used newspapers in sev- 
eral medium-size markets—about 
the size of Harrisburg or Wichita. 

Small-space 200-line, reminder- 
type ads—a headline and copy 
block—were used five days a week 
for 22 weeks for a total of 22,000- 
lines in each city. 

Product sales were measured by 
store audits of total soup sales in 
each of the ten test cities, plus two 
control cities which received no 
test advertising. About 15 stores in 
each market were checked and the 
total audit period was seven 
months—from Dec. 1 through the 
following June. 


® To confirm the audit results, the 
company did the consumer re- 
search. The test campaigns for the 
most part suggested ways to use 
soup—some new ways, some al- 
ready well established. From the 
consumer research, the company 
could then tell what percentage 
used the soups in the advertised 
way. 

How Monsanto researched an 
expanded corporate ad program 
was detailed by William A. Clark, 
manager, advertising research, 
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1957-1956 Advertising Revenue of Magazines 


The revenue figures in the following tabulation were compiled by Publishers Information 
Bureau. The figures are based on one-time rates; because some publications offer frequency 
discounts, the actual revenue totals for these magazines and Sunday newspaper sections would 
be lower than the figures shown. 


Per Cent Per Cent 
1957 1956 Change 1957 1956 Change 
SE) cbeniecsgh éccestesencde $137,522,494 $137,454,372 + 0.05 True Love Stories .......... *46,226 *43,059 + 7.4 
Saturday Evening Post ........ 90,899,031 86,873,786 + 4.6 (200,715) (272,884) — 26.5 
rrr ery ee 45,112,621 42,598,778 + 59 . -f rrr *82,352 *85,935 — 42 
RES FPP ree 43,352,335 34,350,878 + 26.2 (369,789) (515,932) — 28.3 
This Week Magazine .......... 39,214,610 34,374,191 + 15.1 We GD cddvcsiicdsvsct *5,623,894 *4,418,650 + 27.3 
Ladies’ Home Journal ......... 29,506,441 26,017,914 + 13.4 (6,707,069) (6,008,893) + 11.6 
Better Homes & Gardens ...... 29,260,386 30,071,028 — 2.7 | Sports Afield ................ 2,352,796 2,192,902 + 7.3 
American Weekly ............ 24,749,961 20,461,459 + 21.0 | Everywoman’s Magazine ........ 2,138,124 2,894,613 — 26.1 
GME occ ccdcccccccsccees 22,895,800 19,946,330 + 14.8 | Farm & Ranch- 
SED Shaeeskecccvccsacess 21,731,543 17,304,222 + 25.6 Southern Agriculturist ...... 2,013,455 1,808,522 + 11.3 
Good Housekeeping ........... 21,487,673 19,605,704 + 9.6 | Scholastic Magazines ......... 1,945,114 1,539,942 + 26.3 
SE ME bherscentessenan 19,740,053 SD. ie AD FE TE. ERD cnccccccseccoscses 1,781,931 1,501,305 + 18.7 
AES eee 19,424,430 DE «> BEAD Ff GREED ccc siccssveccicscence 1,769,915 1,289,667 + 37.2 
hh. rrr 18,052,465 OS EO rrr 1,675,101 1,643,603 + 1.9 
U. S. News & World Report . 16,499,441 15,231,540 + 8.3 | Bride’s Magazine ............. 1,667,758 1,403,261 + 18.8 
4 a Ee 15,762,252 14,608,233 + 7.9 | Mechanix Itustrated ......... 1,537,642 1,357,433 + 13.3 
i 13,135,837 13,759,720 — 4.5 | Dun’s Review & Modern Industry 1,461,171 1,399,045 + 44 
oo EE er 10,432,525 9,094,203 + 14.7 | Town & Country ............. 1,400,289 1,331,129 + 5.2 
First 3 Markets Group ........ 10,193,841 SE SE BLD esc ncaeeeseccesdaccse 1,333,929 1,160,195 + 15.0 
American Home ............. 10,142,010 SD Gas BREE WEE Gab ktncetucshes cece anes 1,320,861 1,194,031 + 10.6 
New York Times Magazine ...... 9,503,414 8,804,065 + 7.9 | American Legion ............. 1,297,102 1,579,296 — 17.9 
oo Pee 9,030,483 10,683,188 — 15.5 | Dell Modern Group .......... *1,232,019 *1,523, — 19.1 
_... RINE See 8,328,486 6,480,191 + 28.5 (2,578,278) (2,719,916) — 5.2 
ME wtwawhneee 6ncseesscese 8,078,432 7,422,297 + 88 Modern Romances .......... 877 *513,026 + 34.1 
Family Weekly .............. 7,600,263 3,354,283 + 26.6 (1,143,725) (1,076,614) + 6.2 
Parents’ Magazine ............ 7,069,283 5,947,327 + 18.9 Modern Screen ............ *573,318 *604,515 — 5.2 
Progressive Farmer ........... 6,925,510 6,580,172 + 5.2 (1,164,687) (1,135,654) — 12.8 
House Beautiful ............. 6,694,144 6.535.115 + 24 Sereen Stories .........0..- *85,064 *79,167 + 7.4 
Sports Illustrated ............ 6,681,228 4,566,524 + 46.3 (269,866) (307,648) — 12.3 
i ae : 6,461,352 3,762,333 + 71.7 | New Homes Guide ............ 1,198,866 1,158,807 + 3.5 
ae 6,026,618 5,856,386 + 2.9 | Saturday Review ............. 1,036,295 928,291 + 11.6 
EE ch iceeessons 5,891,902 5,641,257 + 4.4 | Modern Bride ............... 993,050 927,486 + 7.1 
. .. Sarre 5,588,969 7,201,158 — 22.4 | Flower Grower ............... 916,063 904,032 + 1.3 
Sunset Magazine ............. 5,143,205 5,268,576 — 2.4 | Cosmopolitan ................ 879,739 716,530 + 22.8 
Harper's Bazaar ............. 5,041,544 Ge Se GR ETE. soe eetdccscccccaccnces 839,492 875,316 — 41 
Successful Farming ........... 5,035,892 Ree de GR | Be cosvcccvensescsccccs 828,611 611,989 + 35.4 
Popular Mechanics ........... 4,083,873 4,150,465 — 1.6 | Fawcett Women’s Group ...... *811,977 *696,230 + 15.5 
ES PETTITT Tree 4,014,334 3,888,378 + 3.2 (1,542,467) (1,336,036) + 16.6 
Mademoiselle ................ 3,978,417 4,127,284 — 3.6 Motion Picture ............ *135,520 *156,145 — 13.2 
Household beeseasvesesve 3,958,956 4,244,276 — 6.7 (440,001) (417,231) + 5.5 
National Geographic Magazine .. 3,796,582 3,392,937 + 11.9 True Confessions .......... *594,972 *483,661 + 23.0 
House & Garden ............. 3,755,391 3,776,317 — 0.6 (1,102,458) (918,805) + 20.0 
EL cnaiaiekaien 3,674,023 3,572,414 + 2.8 | Home Modernizing ............ 655,540 687,205 — 46 
eer 3,597,808 2,621,496 + 37.2 | American Girl ............... 636,279 508,216 + 25.2 
SE deneseedeccsas. 3,543,299 3,177,191 + 11.5 | Harper's Magazine ........... 574,385 509, + 128 
ee 3,538,099 3,378,933 + 4.7 | Science & Mechanics ......... 553,540 531,325 + 4.2 
Popular Science . 3,422,736 DEBESED —— BA | GOW ksccicccecccccceccss 533,690 458,264 + 16.5 
CE iets cGeducesecyaccae 3,137,879 2,326,343 + 34.9 | Elks Magazine ............... 529,813 540,691 — 2.0 
Outdoor Life ................ 2,789,814 2,678,597 + 4.2 | Presbyterian Life ............. 392,968 448,480 — 124 
kK 2.733.013 2,580,837 + 59 Harvard Business Review ...... 235,538 243,162 — 3.1 
Nation’s Business ............ 2,613,907 2,255,504 + 15.9 | Dell Men's Group ............ 176,081 260,805 — 32.5 
SE Udi edbscccecceessccs | 1,693,757 + 53.1 | The Reporter ............... 105,792 124,005 — 14.7 
True Story Women’s Group .... *2,503,954 *3,706,865 — = 
(9,779,770) (9,564,200) + 2. NOTE: In the Dell, Fawcett and True S' roups figures marked 
Photoplay *1,438,867 *1,218,790 + 18.1 | an asterisk represent revenue for ag Fores publication + 
(2,035,519) (2,112,147) — 3.6 | group, or for the group itself, during 1956 and 1957 fi 
TV-Radio Mirror .......... *29,714 *45,966 — 35.4 in parentheses for the groups are total revenue of all publications in 
(264,895) (379,585) — 30.2 | the group, plus the group's revenue; the figures in parentheses for each 
True Experience ........... *47,296 *44,935 + 5.3 | individual publication are a total of that publication’s individual reve- 
(201,783) (274,761) — 26.6 | nue, plus its allocation of the group's revenue, based on its circulation. 


Appliance DealersWant 
Ugly Ads: McDermand 


(Continued from Page 1) 
in tight slacks and a black leather 


jacket, riding on the back of a mo- | 


torcycle and smoking a big black 
cigar.” 

Banners that scream, “Going out 
of business!” catch a few window 
shoppers some days, he said, but 
for day after day, week after week 
public attention to show windows 
Mr. McDermand recommended a 
merchandising technique like that 
of Marshall Field & Co., Chicago 
department store. 

“Carriage-trade house? Gentle- 
men,” he said, “Field’s has a secret 
—they’ve discovered that there is 
no carriage trade any more. There 
are just lots of people who want 
something better and want to feel 
good about the whole process of ac- 
quiring it.” 


® Challenging Hamilton’s attitude 
toward its retailer ads, however, 
Richard B. Finch, Home Appliance 
Co., Medford, Ore., in a subsequent 
speech noted that it wasn’t too long 
ago that manufacturers were very 
active in insisting that retail ads 
conform to better business bureau 
standards. He said he believed they 
could do it again and that he 
doubted they would lose a signifi- 
cant amount of retail advertising 
volume—particularly in view of 
the presumed sales gains better 
advertising would produce. 
Robert P. Grinnel of Greenley’s 
Inc., Flint, described newspapers 
as the backbone of any retail ap- 
pliance advertising program. He 
said Greenley’s usually spends 
about 60% of its ad budget in that 


Monsanto Chemical Co., St. Louis. | medium. 


| 


He urged retailers to regard co- 
operative advertising allocations as 
extra advertising funds, rather 
than as part of the basic advertis- 
ing budgets. 


= Giving a big boost to daytime 
radio, Ray Quackenbush, of Oliver 
Appliances, Wichita, said radio 
reaches 95% of all homes, while 
the average newspaper is circu- 
lated in fewer than 40%. 

A 20-spot radio schedule, he said, 
can reach 43% of all families 2% 
times in 36 hours, but “...the av- 
erage dealer [newspaper] ad of 700 
lines is read by only about 3% of 
the residents of an area. Newspa- 
pers,” he asserted, “do not deliver 
a dealer’s full potential of new cus- 
tomers.” 

Preferring direct mail, mean- 
while, Al Robertson, of Al Robert- 
son Appliances, Oklahoma City, 
said that compared with radio and 
newspapers, direct mail “reaches 
only the people we want to reach. 
We can select our audience. Also, 
the timing is more flexible. If the 
weather is bad we can hold the 
mailing back. Sometimes this is not 
easy to do with scheduled advertis- 
ing.” 


s On the industry-wide ad scene, 
NARDA members heard details of 
the 1958 Live Better Electrically 
promotion (AA, Oct. 1, 57), two- 
year-old combined effort by appli- 
ance manufacturers, jobbers, deal- 
ers and electric utilities to boost 
the sale and use of appliances. 
The residential promotion phase 
of the effort this year will focus 
attention on certain appliances at 


certain times of the year—e.g. elec- 
tric laundry units in January, Feb- 
ruary and March and again in 
August, September and October; 
water heaters in March, April and 
May. 

180 appliance manufacturers are 
now participating in the program. 
Strong support this year is ex- 
pected to come from Live Better 
Electrically mentions in all media 
advertising of the bigger appliance 
manufacturers—Frigidaire, Gener- 
al Electric, Hotpoint, Kelvinator, 
Philco and Westinghouse. 

Through the ad schedule of the 
Live Better Electrically organiza- 
tion itself the program will reach 
the public via all tv networks, plus 
American Home, Better Homes & 
Gardens, Fortune, Look, McCall’s 
and The Saturday Evening Post. 


® Ladies’ Home Journal last night 
at NARDA’s annual banquet 
awarded Tom Sanders, appliance 
salesman for Innes Co., Wichita, 
$500 and a plaque citing him as 
Creative Retail Appliance Sales- 
man of the Year. LHJ sponsored 
the competition in cooperation 
with NARDA. 

Other winners in special cate- 
gories were Sam Richardson, Home 
Appliance Co., Medford, Ore., ma- 
jor appliances; Lloyd L. London, 
London Inc., Geneva, Neb., elec- 
tric housewares; T. C. Biddle, Bid- 
dle Sales Inc., Mansfield, O., kitch- 
ens, and A. A. Bardin, Clark-Dun- 
bar Inc., Alexandria, La., radio-tv. 
Each received $125 and a bronze 
plaque. 

New president elected during the 
meeting is Joseph Fleischaker, 
Will Sales Appliance Stores, 
Louisville, succeeding Ken Stucky, 
Stucky Bros., Ft. Wayne. The three 
new vps are George Johnston, 
Minneapolis; Harold Witham, Bak- 
ersfield, Cal., and Steve Feinstein, 
Boston. # 
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FCC Assures 
Probers It Can 
Control Pay TV 


Pay TV Foes ‘Conjure 


Speculative Possibility,’ | 
Doerfer Tells House Unit | 


WASHINGTON, Jan. 16—Members 
of the Federal Communications 
Commission assured skeptical con- 
gressmen this week that their pro- 
posals for local testing of pay tv 
can be carried out without endan- 
gering commercial television or 
giving pay tv proponents a perma- 
nent toehold. 

Under close questioning by mem- 
bers of the House interstate and 
foreign commerce commission, 
commissioners made it clear that 
applications for toll tv permits will 
be exhaustively examined before 
they are granted, to make sure the 
toll service has something new to 
offer and that it is not based on a 
plan which involves heavy public 
investment in an experiment that 
may be abruptly terminated. 

The commissioners—-six for the 
toll tv tests and one against—spent 
most of the week before the com- 
mittee, as one congressman after 
another asked why FCC insisted 
on going ahead with the experi- 
ment without getting a recommen- 
dation from Congress. Hearings 
were called after FCC announced it 
will begin processing toll tv appli- 
cations March 1. 


® Under intensive questioning by 
Rep. John V. Beamer (R., Ind.), 
sponsor of a bill banning toll tv, 
FCC Chairman John Doerfer ex- 
plained at one point, “I am will- 
ing, as a commissioner, to take the 
hot potatoes. That’s what I get 
paid to do. If we passed the buck to 
you, your committee would be) 
swamped with conflicting ideas, 
and you wouldn’t know what to 
do.” 

In his opening remarks, the FCC 
chairman assured the committee 
no commissioner would counte- 
nance any operation which would 
place free tv in jeopardy. 

“What the commission did,” he 
said, “was indicate a receptive dis- 
position to authorize a controllable 
test of subscription television un- 
der conditions in which it could 
enrich, but certainly mot destroy 
what the present system is able to 
offer the public.” So far, FCC has 
only one application for toll tests. 


= When Rep. William L. Springer 
(R., Ill.) pointed out that tele- 
casters fear toll tv will destroy 
commercial television, the FCC 
chairman said, “Without dispar- 
aging Dr. Stanton, they are con- 
juring up a speculative possibility. 
The FCC has to keep its feet on 
the ground and operate in the 
realm of practicality.” 

He made it clear that FCC will 
not approve applications which 
would enable toll tv tests to gain 
such momentum that they could 
not be stopped. When one commit- 
tee member expressed fear that all 
free tv might be “blacked out” in 
prime time, the FCC chairman 
conceded this could happen, but 
he said the commission has ample 
authority to see that it doesn’t. 

His statement said FCC had re- 
ceived all kinds of strong opinions 
about toll tv, but the only way to 
find out the truth was to conduct 
a test. He said the commission 
feels it has ample mandate to con- 
duct the test because the law spe- 
cifically instructs it to study new 
uses of radio, provide for experi- 
mental uses of frequencies and 
generally encourage the larger and 
more effective use of radio in the 


ia 


public interest.” # 


SEE-THROUGH—This b&w page in the 
February Harper’s Bazaar launches 
a Lown Shoe Inc. campaign for 
Troylings shoes. It aims to shaw 
“the woman that goes with the 
shoe and the clothes that go with 
the woman.” Bresnick Co., Boston, 
is the agency. 


Ford Directs Mail 
Push at Plymouth, 


Chevrolet Owners 


DEARBORN, Jan. 16—Ford Motor 
Co. currently is conducting one of 
the hardest-sell direct mail ad- 
vertising campaigns seen for a 
long time, and is directing its 
mailings to owners of Chevrolets 
and Plymouths. 

The elaborate mailing pieces 
promise consumers a free gift 
from abroad simply for going to 
their local Ford dealers and look- 
ing at the new Fords. 

A choice among five gifts is dan- 
gled before the reader, including a 
set of Samurai knives, a “Delft 
blue” Dutch lamp, a six-piece set 
of Sheffield pastry forks, a Danish 


|ceramic bonbon dish, and a set of 


six Florentine coffee spoons. Ty- 
ing in with the Ford “Around the 
world with the ’58 Ford” theme, 
the gifts are to be mailed from the 
country of origin. 

One side of a large brochure in- 
cluded in the mailing consists of 
colorful map tracing the 


|““Around-the-world” test of the 58 


Ford, while the other is devoted 
to descriptions of Ford models, 
under the headline “Offering the 
only new car in the industry priced 
lower in 1958.” 


s The highly competitive letter 
enclosed in the mailing carries a 
headline, “Pick the gift you prefer. 
It’s yours with our compliments.” 
The letter, signed by L. A. Iacocca, 
car marketing manager, contained 
the salutation, “Dear Plymouth 
{or Chevrolet] owner.” 

After briefly describing the of- 
fer, it swings to a sales pitch with 
the statement, “Yes, a Ford Cus- 
tom 300 with the famous Mileage 
Maker Six engine and equipped 
exactly the same as in 1957, is 
priced lower this year than last 
year. 

“And this equipment incorpor- 
ates all the 1958 improvements that 
make the car better than ever. 
What’s more, the new Ford Cus- 
tom 300 is also priced substantial- 
ly lower than the comparable 
Plymouth model—the Plaza. Talk 
about the lowest priced of the low- 
price three. This is it.” 

The offer is limited to 10 days. 
Although Ford declined to com- 
ment, it was reliably reported that 
the mailings were directed to own- 
ers of 1954 and 1955 Plymouths 
and Chevrolets. # 


African Account to Bennett 

The East Africa Tourist Travel 
Assn., Nairobi, Kenya, has switched 
its U. S. agency to Bennett Associ- 
ates, New York, from the Caples 
Co. 


| Last Minute News Flashes 


| Adams Acquires Allison Agency in Atlanta 


New York, Jan. 17—Burke Dowling Adams Inc., which had a sensa- 

| tional new business year in 1957, has consolidated with J. Howard Alli- 
json & Co., Atlanta. The move, effective Feb. 1, will sae the Georgia 
agency become the Adams-Allison Co. division of Burke Dowling 
Adams Inc. The Adams agency said the combination would give it “a 
sizable expansion into the field of home furnishings and appliances.” 
| Allison’s 31 accounts include Russell Mfg. Co., Wade-Brown Corp. and 
| Plasti-Kraft Corp. Burke Dowling Adams joined the 50 biggest agen- 
lcies last year when it acquired the Studebaker-Packard account. It 
finished 1957 with nearly $11,000,000 in billings. The combined agency 
| now has more than 200 employes working on such accounts as Curtiss- 
Wright, Scandinavian Airlines and Delta Airlines. 


BBDO Adds L. A. Times-Mirror Co. 


Los ANGELES, Jan. 17—The Times-Mirror Co. has named Batten, Bar- 
ton, Durstine & Osborn to handle its advertising. Ed Brandt, formerly 
an account executive of Smalley Leavitt & Smith, the previous agency, 
joins the Mirror-News as promotion manager. Ed Reap becomes promo- 
tion manager of the Times. 


Heavy Drive Will Push New Parliament Filter 


New York, Jan. 17—Philip Morris Inc. launches a multi-million dol- 
lar newspaper drive for its new Parliament with the Hi-Fi filter Jan. 
20. The drive gets its initial impetus on the “Mike Wallace Show” Jan. 
18, when the “high filtration” Parliament’s availability is announced, 
followed by an intense spot tv drive starting the following day. A 
schedule of b&w page ads in Life will start in February. Benton & 
Bowles is the agency. 


Colgate, Carter Introduce Aerosol Dentifrices 


New York, Jan. 17—Colgate-Palmolive Co. has launched Colgate 
Dental Cream in an aerosol container in eastern Pennsylvania and 
plans to go national at an early date. “Power-packed Colgate Dental 
Cream with Gardol” was introduced Jan. 7 with the following copy 
theme: “America’s first aerosol toothpaste by Colgate. The world’s 
largest-selling toothpaste now in most convenient toothpaste container 
ever.” Ted Bates is the agency. Advertising for the product will follow 
the company’s regular dentifrice pattern. A 7-oz. container retails for 
98¢. Colgate Dental Cream in a tube will continue to be sold. Carter 
Products Inc. is market-testing a 98¢ aerosol dentifrice called Sno 
White in Pennsylvania. Sullivan, Stauffer, Colwell & Bayles is the 
agency. Sno White is Carter’s first entry in the toothpaste field. Rise, 
the first aerosol lather cream, was introduced several years ago. 


Suit Against Sackheim, Shoppers Club Is Dismissed 


NEw YorK, Jan. 17—A conspiracy suit brought by International Gift 
of the Month Club against David Margulies, Around-the-World Shop- 
pers Club and Maxwell Sackheim & Co. has been dismissed in federal 
district court in Newark, N.J. International Gift, a onetime client of 
Sackheim, had been seeking damages of $1,950,000, charging that the 
agency had pirated its business scheme for use by another client, 
Around-the-World Shoppers Club. 


Needham, Louis Gets Lipton Tea in Canada 


Cuicaco, Jan. 17—Needham, Louis & Brorby has been named to han- 
dle advertising of Lipton tea in Canada by Thomas J. Lipton Ltd. The 
previous agency of record is Young & Rubicam, which will continue to 
handle other Lipton products in Canada. The creative work for the 
account will be done by NL&B’s Chicago staff, with services coordinat- 
ed through Toronto. 


Goodman Leaves Sterling, Joins Daniel & Charles 


New York, Jan. 17—Stanley Goodman has resigned from Sterling 
Advertising, where he has been exec vp, general manager and a mem- 
ber of the board, to join Daniel & Charles as vp and member of the 
executive committee. His duties at Sterling have been assumed by Saul 
M. Brown, chairman and president of that agency. 


Branch Resigns as Schlitz Market Plans Director 


MILWAUKEE, Jan, 17—Robert F. Branch, director of market plans of 
Jos. Schlitz Brewing Co., has resigned. Mr. Branch, a former vp of the 
old Biow-Beirn-Toigo agency, joined Schlitz in 56, when John Toigo 
moved from B-B-T to the brewer as vp in charge of marketing and 
advertising. 


Slenderella Jams, Jellies to Bow in California 


Los ANGELEs, Jan. 17—Slenderella International will spend $55,000 
to introduce a new line of low calorie jellies and jams—put up by J. M. 
Smucker Co. and bearing the Slenderella brand—in Southern Califor- 
nia, The 13-week push will use newspaper color ads, radio and tv. Na- 
tional distribution is to begin soon in St. Louis. Slenderella also plans 


to market girdles and bras, hosiery and dietetic fruits and vegetables 
later this year. 


Scott, Stanley Move Up at NBC-TV; Other Late News 
e Walter Scott and Edward Stanley have been named heads of sales 
and public affairs, respectively, at NBC-TV, New York, this week, 
replacing William R. Goodheart Jr. and Davidson Taylor, who have 
resigned. Replacing Mr. Scott as vp and national sales manager at the 
network will be Don Durgin, now vp for sales planning. Mr. Stanley 
formerly was manager of public service programs. 


e The engineering publications division of Domestic Engineering Co., 
Chicago, will launch a new monthly, Actual Specifier, with first issue 
projected for September. The publication will cover engineered prod- 
ucts for heating, air conditioning, piping and plumbing systems, and 
distribution will be to engineers active in writing specifications for 


large projects. C. L. Staples, a vp of Domestic Engineering, has been 
nemed publisher. 


* The Midwestern Advertising Agency Network Jan. 17 changed its 
name to Mutual Advertising Agency Network at the group’s first quar- 
terly meeting of 1958 in Chicago. 


e Lydia E. Pinkham Medicine Co., Lynn, Mass., has returned its Ca- 
nadian advertising to Cohen & Aleshire, New York. The agency has 
handled Pinkham’s U. S. advertising since 1951. A year ago, Canadian 
advertising was shifted to Walsh Advertising, Toronto. 


Smith & Dorian 
Head Says 15% 


System Doomed 


Cuicaco, Jan. 17—Ron T. Smith, 
president of Smith & Dorian, New 
York, today charged that the 15% 
commission system bears no rela- 
tionship “to the kind and amount 
of effort necessary for clients,” and 
predicted it will be dropped by all 
agencies within 10 years. 

Mr. Smith explained to members 
of the Midwest Advertising Agen- 
cy Network here the cost-account- 
ing system by which his agency 
serves clients on a straight fee 
basis, bypassing the commission 
system. 

“We're convinced the commission 
system is going to die sooner than 
you think for the smaller agencies,” 
he said, “and within 10 years for 
the major agencies. 

“Why pretend we're still only 
booking ads—and get paid instead 
as what we are: professional mar- 
keting people?” 


® To fill the needs of “today’s 
complex marketing situation,” Mr. 
Smith advised agencies to adopt 
time-charge billing. He noted that 
most agencies today have cost- 
accounting programs to determine 
whether clients are profitable. 

“All we've done is turn our cost- 
accounting around as the billing 
method, making certain that each 
account is moderately profitable,” 
he said. 

As evidence that the commission 
system is due for a change, Mr. 
Smith cited the recent Frey report 
(which indicated a growing num- 
ber of advertisers are dissatisfied 
with the present system) and the 
paradox of some tv advertisers 
whose agencies “reputedly” trim 
the 15% on television. “Many agen- 
cies, if not dropping the commis- 
sion system, have been forced to 
add fees,” he said. + 


‘Holiday’ Puts 


Readers in Holiday 
Mood, Survey Shows 


Curicaco, Jan. 15—Advertising 
research people were given the 
first view of a new research pro- 
ject just completed for Holiday by 
National Analysts at a luncheon 
session here today. 

The study, which involved 479 
interviews in eight suburban com- 
munities, chosen because of the 
concentration of Holiday subscrib- 
ers in those areas, was made for 
the purpose of defining the mood 
of the magazine’s readers and their 
reaction to advertising in it, com- 
pared with their attitudes toward 
other magazines and their adver- 
tising content. 

One of half a dozen other news 
magazines and general publica- 
tions, also regularly read, was the 
basis of the comparison in the case 
of each reader interviewed. The 
information regarding other pub- 
lications was treated as a whole, 
with no identification of individual 
media. 

The questions asked by the in- 
terviewers dealt with the mood in 
which the reader found himself as 
the result of reading Holiday, and 
with the reception accorded adver- 
tising as the result of this attitude. 
Similar questions were asked 
about the second magazine regu- 
larly read. 


= In general, it was found that 
readers were stimulated favorably 
by Holiday’s editorial content with 
reference to changes from every- 
day happenings, interest in travel 


and new experiences, appreciation 
of beauty, etc., and that this atti- 


tude extended to the advertising 
\content. + 
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Subliminal Ad Is 


(Continued from Page 2) 
what has been referred to as the 
“secret pitch.” Some technicians 
had contended that the subliminal 
signal could not be transmitted on 
a tv circuit. 


® But the demonstration which 
Subliminal Projection Corp. ar- 
ranged on a closed circuit in the 
studios of WTOP-TV demonstrat- 
ed that subliminal signals trans- 
mitted for .05 of a second at five- 
second intervals would be received 
on the set but would not be visible | 
to the eye. 

At one point in the demonstra- 
tion the announcer reported that 
a public service message was being 
transmitted. None of the viewers 
conceded he sensed it, when it was 
subsequently identified as “Fight 
polio.” 


Mr. Vicary said his organization 
feels subliminal projection raises 
such fundamental issues that it 
ought to be regulated to avoid 
abuse. He said the corporation 
welcomed the opportunity to put 
on the demonstration because it 
would like FCC to decide on “the 
rules of the road” so that commer- 
cial use of the device on stations 
and networks can get under way. 


# He complained that the process 
has been banned by networks and 
stations and that the company’s 
future is seriously endangered. 
|Adoption of a policy regulating 
| subliminal projection would open 
the way for leasing of the com- 
pany’s equipment and use of the 
process, he believed. 


Test but Scores No Popcorn Sales 


Transmitted in 


Subliminal Projection Corp. dur- 
ing the demonstration, the “Eat 
popcorn” slide was flashed on the 
screen before the program started. 
The announcer said the program 
was being sponsored by the “Pop- 
corn Institute’ and that the “Eat 
popeorn” slogan would be used 
subliminally throughout the pro- 
gram “so that you can enjoy the 
film without interruption.” Later 
one viewer commented that this 
was like saying, “Don’t think of 
the word hippopotamus for five 
minutes.” 


= To prove that the “commercial” 
was actually on the screen, the 
picture was dimmed at various 
|stages of the demonstration, en- 
abling “Eat popcorn” to come 
through. In some instances split 
screens were used, with “at corn” 
visible on right half of the screen, 
and the “E pop” lost subliminally 
on the left half. 

Mr. Vicary said the value of the 
| subliminal technique from the ad- 
| vertiser’s standpoint is that it en- 
jables him to get his commercial in 
during peak viewing periods, 
while the audience is watching the 
set rather than running to the 
kitchen for a quick drink of water 
while the entertainment is sus- 
pended. 

On the other hand, he said, the 
impetus is “very weak” and no- 
where as compelling as the scare 
stories suggest. He said its chief 
function is to provide a reminder, 
supplementing the message that al- 
ready has been delivered through 
conventional printed ads and 
broadcast commercials. # 


Under the procedure used by 


50 Stores, 50 Manufacturers Hitch 
Ride on African Safari Promotion 


(Continued from Page 3) 


can Holiday theme. 
According to F. J. Bradley, pres- 


ident of Mutual, “African Holiday | 


| was planned to give our customers 
‘an added ‘extra’—the ‘extra’ im- 
|pact of drama, romance and ad- 

venture that is by no means lim- 
| ited to the medium of tv. 


\s “The department store customer 
jis weary of the unimaginative 
|mumbo jumbo of sale, sale, sale,” 
|he said. “It is time that more re- 
tailers added a plus factor to stim- 
ulate business of non-promotional 
priced merchandise, and that’s ex- 
actly what we have done.” 

The products pictured in the 
film are Airlite aluminum furni- 
ture; Atlantic luggage; Beacon 
plastic containers; Boonton un- 
breakable dinnerware; B.V.D. un- 
derwear, hosiery, pajamas and 
sport shirts; Kelvinator washer, 
dryer and _  freezer-refrigerator; 
Newburg Metal Products’ alu- 
minum cots; Poranda portable 
screened room; Revlon cosmetics; 
RCA radios, recorder and record 
player; and Westinghouse toaster, 
frying pan, steam iron, percolator, 
casserole and electric plate. 


s The 42 other products that are 
tied in with the push, although 
they are not shown in the movie, 
are American Foam Rubber deco- 
rative pillows, American Viscose 
yarn for Patcraft scatter rugs, 
Aristocrat purse accessories, Artell 
tv throws, R. G. Barry women’s 
scuffs, Bertlyn slippers, Bobby 
Brooks junior dresses, Bud Ber- 
|'man sportswear, Butterick pat- 
terns, Cabincraft tufted bed- 
spreads, Cameo curtains, Celebrity 
travel kits, Climatic men’s rain- 


artificial flowers, Coro jewelry, 


Henry Enrich closet accessories, 
Esterbrook pens, Exmoor sweaters, 


— 
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MILTON S. SAMUELS has joined Gor- 
don Best Co., Chicago, as a vp. Mr. 
Samuels previously was with Lady 
Esther far seven years as vp of 
Chemway Corp. and general man- 
ager of the Lady Esther division. 
Prior to that, he was sales manager 
of Jules Montenier Inc. 


NADA Names 
Group to Curb 
False Car Ads 


(Continued from Page 2) 
prevalent in Chicago, Boston, New 
York and Miami, he said. 


s “It is all the more disturbing for | 


the entire industry is being con- 
demned for the sins of a few,” Mr. 
Bell said. Most NADA members do 
not run “gimmick advertising,” he 
said, but added that there are 
enough of the sharp. dealers 
around to give the public the im- 
pression that all dealers should be 
suspect. 

Consumers can aid in whipping 
the problem by “complaining long, 
loudly and speedily to the better 
business bureaus in the various 
cities, by spreading the word 
among their friends and by report- 
ing abuses to the manufacturers,” 
Mr. Bell said. 

Mr. Bell urged car buyers to in- 
vestigate by checking on dealers 
as to years of experience, ability 


talking over a prospective sale if 
they feel they are being pressured 
by unethical sales techniques.” + 


Advertising Age, January 20, 1958 


‘Sterling Fits 


| 

| 
J 
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With Barbecue, 


Say Towle Ads 


(Continued from Page 2) 
becue, buffet or banquet.” 
The ads show sterling with com- 


|mon foods which are typical of ef- 


fortless living—baked beans, rice 
or spaghetti—prepared in gourmet 
ways. The headlines read accord- 
ingly: “Beans become cassoulet 
with Towle’s new sterling pattern, 
Awakening”; “Rice becomes Risot- 
to Milanaise with Towle sterling”; 
“Spaghetti becomes a Roman holi- 
day with Towle sterling.” 

The copy reads in part: “Towle 
adds the elegance, the charm that 
makes informal dining beautiful. 
In its radiance, the simplest sup- 
per’s an occasion. Food tastes bet- 
ter. Children behave. Security and 
warmth prevail. For so little, you 
can have Towle sterling on your 
table, tonight... and every night.” 

Several patterns are pictured in 
each ad, pictured with colorful ta- 
blecloths and pottery—no fancy 
white table linens or chandeliers. 

For a bridal ad, the headline will 
be, “Even breakfast seems to say 
‘Happily ever after,’ with Towle 
sterling.” 


s The ads will run during May 
and June in Holiday, House Beau- 


to service cars, and finally by in-| 
sisting “on meeting the boss and} 


tiful, House & Garden, Living for 


|Young Homemakers and Seven- 


teen. The bridal ad will appear in 
the summer issues of Bride’s Mag- 
|azine, Bride & Home and Modern 
| Bride. 

The campaign is the first to be 
|prepared for Towle by its new 
| agency, C. J. LaRoche & Co. # 


HOOPER 
Nov.-Dec., 1957 
8AM-10PM 


AVERY -KNODEL 


Folker dress fabrics, Garay hand- 
bags, Genic Export-Impurt Co. 
(damask tablecloths), Glensder 
scarfs, Glenwear blouses, Golding 
draperies, Goodrich foam rubber 
bed pillows, Grossman & Weiss- 
man tablecloth, Hickok men’s ac- 
cessories, Majestic coordinates, 
Mele jewel boxes, Norwich boys 
shirts, Rahbor men’s robes, Reli- 


Alice Stewart blouses, Tailored 
Junior dresses, Textured Yarn Co.’s 
Tycora yarn and Vanity Fair 
lingerie. # 


Baltimore TV Group Formed 
Baltimore tv executives are or- 
ganizing a chapter—the nation’s 
third—of the Academy of Televi- 
sion Arts & Sciences. The local 
group named a 29-member com- 
mittee to choose officers and plan 
the organization. Included on the 
organizing committee are Robert 
Cochrane, WMAR-TV; Arnold 
Wilkes and Jim Kovach, both 
WBAL-TV, and Joel Chaseman, 
WJZ-TV. The other two chapters 
are in New York and Los Angeles. 


Seston Joins Mactadden 

Stanley J. Seston, formerly with 
American Family, The American 
Weekly and Conde Nast Publica- 
tions, has joined the Chicago sales 
staff of Sport and the Macfadden 
Men’s Group magazines. 


|Robertson to Stewart, Dougall 


H. J. Robertson, formerly with 
| Coverdale & Colpitts, has joined 
| Stewart, Dougall 


company, as senior consultant. 


ance sportswear, Chester H. Roth | 
hosiery, Ruson gloves, Shrank lin- | 
gerie, J. P. Stevens nylon sheets, | 


Are you in marketing? Read 


fered exclusively by 


up considerably. 


THE NEWEST THING IN MARKETING! 


THE CONSUMER BUREAU 


marketing services listed below can boost sales, reduce selling 
costs and increase public acceptance for any manufacturer of 
a major-purchase consumer product. The six services are of- 


THE NATIONAL ADVERTISERS CONSUMER BUREAU 
331 Madison Avenue, NYC 17. 


A product information source for consumers sponsored by lead- 
ing manufacturers as a public service 


Look at these important benefits for participating companies: 


1. Your product literature put into the hands of many thousands 
of about-to-buy prospects. 

2. Names and addresses of thousands of prospects asking for 
more information about your specific make or brand made 
available to you for dealer follow up. 

3. Valuable consumer research information obtained from 
about-to-buy families reported to you quarterly. 

4. The ability of your advertising to create real buying interest 
measured in a simple, useful way. 

5. The salesmaking power of your advertising increased. 

6. 


The readership and believability of your advertising stepped 


Manufacturers of major-purchase consumer products, their advertising agen- 
cies, and national media, are invited to send for brochure describing these 
new, important services in detail and giving costs. 


how the six new and unusual 


OXford 7-7917 


THINKING OF BUYING A 
SUMER BUREAU for the 


& Associates, 
wear, Comfy slipcovers, Corham|New York management consultant 


ances—10¢ each. 


ligent informed purchase. Send 25¢ to THE CON- 
Buy A New Car.’’ Other buying guides on appli- 


NEW CAR? make an intel- 
helpful booklet ‘‘How To 
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Weashington’s Retail Grocers 


pick THE STAR 


as their best paper 


by an overwhelming margin 


DURING THE FIRST il MONTHS OF 1957... 


Washington’s 10 Biggest 


Grocery Advertisers 
ran 53.5% of their 
total linage in Ihe Star 


Nobody knows more about the Washington, D.C. 
area and the pulling power of its newspapers than 
the ten biggest chain store grocery advertisers. 
Nor are any advertisers more astute buyers of 
newspaper space. It is important to all advertisers 
to note what these top ten retail grocery adver- 
tisers did during the first 11 months of 1957: They 
placed 53.5% of their total linage in The Wash- 
ington Star, then dropped down to 40.1% for The 
Post-Times Herald and 6.4% for The Daily 
News. That, you'll agree, is quite a handsome lead 


for The Star . . . and it is based strictly on The 
Star’s remarkable pulling power. Throughout the 
Washington, D.C. area, The Star goes into the 
homes where the best customers are. The Star 
reaches the families that account for the lion’s 
share of the buying. It is axiomatic that the Wash- 
ington newspaper that is best for retail grocery 
advertisers is best for national grocery adver- 
tisers. Your O'Mara & Ormsbee man will be glad 
to give you the latest and complete facts about 
The Star’s leadership in Washington. 


‘Lhe Washington Star 


EVENING AND SUNDAY * WASHINGTON, D. C. 


Represented nationally by: O'Mara and Ormsbee, inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: McAskill, Herman f& Daley, inc., 1205 Lincoln Rd., Miami Beach, Fla. 
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Buying Another Time-Saver 


The purpose of her shopping is two-fold: (1) to save her time in the kitchen to devote 
to other family interests; (2) to please the family by adding greater variety to its 
menus. And so, again, Togetherness inspires her buying decisions. (Naturally, she 
wants the best product to fit the needs of her family—that’s why McCall’s Use-Tested® 
Tag can be so helpful to her.) 


* 
The magazine of Togetherness, reaching more than 5,200,000 families... MeC alls 
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